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Washington-Plymouth 
‘Fast Lighting and Faster Selling 


FOR THE USER 


Yon can light a fire instantly and 
get quick, complete ignition with 
the “Insta-Liter” equipped Wash- 
ington Plymouth Heaters that are 
already famous for appearance and 
performance. 


FOR THE DEALER 


You can arouse a prospect’s inter- 


‘est instantly and get quick, satisfy- 


ing sales results with the exclusive 
“Insta-Liter” feature of Washing- 
ton Plymouth Heaters to demon- 
strate and talk about. 


Look into the possibilities of these Heaters for this 


season’s business. 


Write for a catalog of the most 


complete line of heaters and ranges for every fuel. 





DeLuxe Washington Plymouth. 
Crystalline finish with chrome 
trim. Ray-dor feature. 


Washington Plymouth 
HEATFLOER 
Porcelain enamel finish with 
chrome trim. 


Sy WORINY OF IME NAME & 
Gray & Dudley Co 


“WORTHY OF 
THE NAME" 


A 


Washington Plymouth 
HEATSTREAMER 
Porcelain enamel finish with chrom: 

trim. 


HEATLINER showing 
“Insta-Liter” tube. Thermo- 
static control opens a valve 
at top of tube which admits 
air for starting and auto- 
matically cuts it off after 
fire is under way. 











Washington Plymout 


HEATLINER 


August 10, 
1939 


Forty Seconds to 
Clinch a Sale! 


Just think of clinch- 
ing a sale for an oil 
heater in forty sec- 
onds. Now you can 
do it by making the 
simple “Forty Sec- 
ond” demonstration 
of the “Insta-Liter.” 
Only Washington 
Plymouth Heaters 
have this fast dem- 
onstration and sales 
advantage. Let it 
work for you this 
season. 








Porcelain enamel finish with chrome trim. 
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Y BREAD AND BUTTER depends on 
M the kind of job I do. And—it’s just 
common sense—the kind of job I do 
can’t be the best unless I’ve good tools 
to work with. 

That’s why, although I might even be 
Scotch, I can’t afford to pinch pennies! 

Take brushes, for instance. What dif- 
ference if I save a dollar buying one of 
those so-called specially priced numbers, 
only to lose heavy dough when it lets me 
down in the pinch? 

If my brush doesn’t hold a full load 
and lay it fast, I’m soon putting in more 
time than I’m getting paid for on a con- 
tract job. If it doesn’t work well and 
causes a messy job—well, you can bet 
the néxt one won’t come my way. 


Sell me a bargain brush mister, and I 
may not be back. But sell me a quality 
brush at a fair price—and brother, you’ve 
made a friend and a regular customer! 


* * * * * * 


Master painters have known, respected and 
used Wooster Brushes for eighty-eight years. 


HAVE SEEN THE 


Experience has taught them these quality-at- 
fair-price brushes give more service per dollar 
invested, assure better finish, save time. 

They spend thousands of dollars every year 
for brushes bearing the Wooster name, the 
Foss-Set emblem, and the famous likeness of 
Ted the Tester. Get your share of this profit- 
able, continuous business. Have your distribu- 
tor’s salesman explain the Wooster plan now! 
The Wooster Brush Company, Wooster, Ohio. 


NEW WOOSTER BRUSH BAR? 














THESE SALESMEN WANT JOBS 
but NO PAY/ 


PADLOCK MERCHANDISER PADLOCK MERCHANDISER PADLOCK MERCHANDISER 
No. H-421 20x 53s’ No. H-401 22”x11” No. H-411 18/’x 535!’ 
Suggested Retail Prices 25¢ to $1.00 Suggested Retoil Prices 1c to $1.50 Suggested Retail Prices $1 to $1.70 


YALE PADLOCK MERCHANDISERS 


eae ARE SALESMEN! They form a comprehensive Padlock Department 
in themselves. Their brilliant crimson lacquer finish quickly attracts 
customers; their variety, list numbers and retail price cards make it easy 
to sell and easy to buy... and “the name YALE helps make the sale!” 
THE BOARDS ARE FREE—YOU BUY ONLY THE LOCKS 


Auxiliary Lock, Cabinet and Trunk Lock Merchandisers are also available. 
Your jobber can supply you — if not, write to us. 


THE YALE & TOWNE MFG. CO., STAMFORD, CONN., U.S.A. 
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Ride the main line to better heater business—the 
big new line of Florence Oil Heaters that leads 
direct to more sales. Here are models to sell your 
market—your prospects. Heaters for the whole 
house, for single rooms, for offices, stores, garages 
and service stations; heaters with sleeve-type, pot- 
type, or wickless-type burners; heaters that require 
flue connection and others that don’t. Florence 


deals you aces in every hand— models that are the 
last word in beauty and smart styling, depend- 
‘ability that makes friends, amazing value that 
people can’t resist, and a margin of profit that 
makes selling worthwhile. 


























4, 


Don’t forget—Florence is pulling for you all the time, helping 
you to put over more heater sales with less effort. They give 
you eye-compelling window trim to tell the world that you 
offer the best heater values in town, and now is the time to 
come in and buy. They offer you selling literature that plays 
up both the Florence line and the reliable Florence dealer— 
prepares the prospect for the salesman. They provide ad-mats 
that will create attention in your own newspaper ads. 

For selling action and quicker profits team up today with 
Florence—Your Profit Line for ’39. 


FLORENCE, DEATERS 


MODELS FOR EVERY NEED AND POCKETBOOK 


FLORENCE STOVE COMPANY 
General Offices and Plant, Gardner, Mass.; 
Western Offices and Plant, Kankakee, IIL; Sales 
Offices: 1475 Merchandise Mart, Chicago; 45 
E. 17th St., New York; 53 Alabama St., S.W., 
Atlanta; 301 N. Market St., Dallas; and 2730 
16th St., San Francisco. 





No. 530-M 
Stevens Brand 
Double Barrel Shotgun 
12-16-20 Ga. 


First gun made with modern 
Tenite stock and fore-end. 
Beautiful, rich burl walnut 
appearance. Full pistol grip, 
capped. Checkering on grip 
and fore-end. White Colasta 
bead sights. It’s the gun of 
tomorrow, W ait till you see it! 


Now available for immed- 
iate delivery through your 


jobber. 
To Retail at 


$21°° 





TENITE FEATURES 


GREAT DURABILITY. Resists breakage. Horn-like hardness. 
Chip-proof, crack-proof. 





ABSOLUTELY WEATHER-PROOF. Withstands moisture, 


heat or cold without swelling, warping or shrinking. 


UNIFORM WEIGHT. Every gun perfectly balanced as a re- 
sult of absolute uniformity in the stocks. 


RICH, LUSTROUS, PERMANENT GRAINED BEAUTY through 


and through, Resists scratching. 


PROVED BY TEST 


Long, thorough testing, in our Engineering and Research 
Departments and in the field has conclusively proved 
that Tenite is an ideal material for gunstocks. 


J. STEVENS ARMS COMPANY 


Division of Savage Arms Corporation 


Dept. L-36, Chicopee Falls, Mass. 


STEVENS 


HARDWARE AGE 
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STEVENS 


— ia No. 22-410 


BARREL—> < BARREL OVER—and—UNDER 
-22 RIFLE and .410 SHOTGUN 


PATENT PENDING 


To Retail at 


$1985 


Here’s another Stevens innovation that will bring you 


extra business this fall. Now ready for immediate delivery 


through your jobber. 


This new gun provides the shooter with a .22 Long Rifle 
barrel over a .410 shotgun barrel. Slide button on right 
side of frame for instant adjustment to fire either barrel. 
It offers immediate choice of rifle bullet or shot charge. 
Single trigger. Light weight. Fine balance. Attractive ap- 


pearance. Appeals at once to all shooters. 
Advertised in magazines out about September 10. 


Ask your jobber for prices. 


WINDOW POSTER FREE 


A display of this newest development in your window will attract wide 
attention and bring you extra business. If you do not have a copy of 
the poster, please write to 


J. STEVENS ARMS COMPANY 


Division of Savage Arms Corporation 


Dept. L-36, Chicopee Falls, Mass. 
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of a magnificent 


All-New Line 


with 2 Extra-Profit Deals! 


TOASTMASTER reveals the most spectacu- 
larly beautiful line in the entire electrical ap- 
pliance field! 

Every item has been redesigned for greater 
eye-appeal, stronger sales-pull, and bigger profit- 
making. Two completely new tray sets will be 
hailed on sight as outstanding best sellers.- 

One is the new Waffle Service, bound to start 
a buying wave. The other is the Junior Toast 
’n Jam Set—the first Toast- 
master set to sell for less than 
$10. At only $8.50, it’s a 
sales sensation in the mak- 
ing. And see the new 2-slice 
completely automatic toaster; 
and the equally beautiful 
l-slice automatic at a new 
low price! 

This is the line! Last year 
Toastmaster sales hit an all- 





2 SAMPLE ORDER DEALS 
Offered Till Auaust 3st 


Only once a year comes this opportunity to make 
extra profit on Toastmaster merchandise. Two 
deals are offered. Both are small sample assort- 
ments, requiring only a minimum investment in 
the fastest-selling line of small appliances. Both 
are offered to retailers only. These deals give you 
a handsome bonus for being 
first to feature Toastmaster’s 
new profit-builders. They are 
backed up, not only by na- 
tional advertising, but also 
by a complete kit of Sales 
Helps— window and counter 
cards, envelope stuffers, mats 
and cuts. 

Get in touch with your dis- 
tributor today for full details 


time high. With this new 
line, backed by powerful na- 
tional advertising, watch 
sales soar! 


COPYRIGHT 1939 MCGRAW ELECTRIC COMPANY 





Again this Fall, Toastmaster* backs you up with 
the biggest and best advertising campaign in its 
entire history. Fifteen leading magazines . . . many 
full-color pages . . . over 92 million separate mes- 
sages ... reaching every city, town, and village, 





NEVER before such a beautiful 
toaster. Entirely new and com- 
pletely automatic. The 2-slice 








ANOTHER GREAT ADVERTISING CAMPAIGN 


from Labor Day to Christmas! Order your extra- 
profit deals now—and time your advertising to tie 
in with Toastmaster’s great advertising campaigr 
to your customers! Let them know that your store 
is the place to buy Toastmaster’s new products 


—or write to the McGraw 
ELeEctric Company, Toast- 
master Products Division, 


Elgin, Illinois. 


*“TOASTMASTER"” is a registered trademark of the McGraw Electric Company. 
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4 HIT! Toastmaster’s latest, smartest party-promoter—a Waffle Service, STUNNING new beauty, with all the proved efficiency of this automatic 
complete with tray, Franciscan pottery batter bowl, matching syrup waffle baker. Instant heat control and heavy non-overflow grids insure 
pitcher, lifetime chromium ladle and automatic waffle baker... .$ 16.95 ee Oe eR OCR Pe Ee Cre $12.95 





CLICKING wherever it is shown—the Junior non-automatic toaster, with FLASH! A Toastmaster combination at an unheard-of price. The Junior 
smart new decoration. Toasts two slices, both sides, at once. A finer Toast ’n Jam Set, with speedy Junior non-automatic toaster, walnut tray, 
toaster than many automatic types, at only.................... $7.50 oud Stand) pottety: Jatt GHRGS. 5... occ icc cceccccesecs .... $8.50 





WATCH sales climb! This De Luxe Toast ’n Jam Set with walnut tray, PRICED at an all-time low, raised to an all-time beauty high. The 1-slice 
colorful Stangl pottery dishes, and automatic toaster, costs little more than automatic operates the same as the 2-slice model. Always a steady seller. 
the toaster alone....... 





NEW in beauty, luxurious in every appointment. This De Luxe Hospitality RICH in eye-appeal, with large tray and cutting board, colorful Stangl 
Set has four lap trays, toast-trimmer, Duncan crystal appetizer dishes — pottery appetizer dishes, this Standard Hospitality Set offers the utmost 
See Di Meee Sundbee . |. oo kc c 5 cee ce cck ccc ccasccowd $23.95 CE 5S hots oninkinnsc 5eaa en esbam ese te beeen cd auien cts $19.95 
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8,500,000 READERS OF LEADING MAGAZINES ARE TOLD ABOUT 


TAVERN PRODUCTS 


| mee (cited Each month, during the 
| Latin, hed busiest selling seasons, 
por ea gibi this number of homemak- 

is Wax Finish is ae i. w 
wham ers read that these prod- 
NICE TO echt A ucts make homes brighter 


maa | WALK ON Ea i 
THE SIGN THE ! | and housework lighter. 
oe |) gees) FL OR 
Save time se 7a 4 ib THE HOME | 4 pre PRODUCTS are adver- 
Vinee Wax. It dries v 4 — <a tised in The Saturday Eve- 
quickly 10° ae ee Ie ¥ 5 ee : 2 : ning Post, Good Housekeeping, 
jus re; 4 pes pt ef , aa 4 ie ‘ = 
wh bare 1 “TAVERN and Woman s Home Companion. 
ally long-lasting. mr. et Quicker,” “Easier,” “More Con- 
venient,’’say the ads. And the 
products exceed every promise. 
That’s why they sell fast and 
alls are easy bring repeat business. 


th this new 


at Cleaner. QUICK TURNOVER 


TINOV es 


, oS ro com Every housewife that tries one 
Just spray RE MEF ly, Tavern Product comes back to get 
aed s ame ‘ the others. One sale produces 
poe eae many. And, with Tavern Prod- 


it leavesnofilm, ie Pag ucts, there’s a satisfactory profit. 


stay clean bo 


cantly scented. ind J * poe! a 4 Customers will be asking for 


Brey T ecg TH NS is wet : <4 Tavern Products. Be ready to sup- 

papery ‘path nett castaway Mi Sa ply them. Get in touch today with 
S & 1 J your wholesaler or the nearest 

office of Socony-Vacuum Oil Co., 

Inc., and its Affiliated Companies. 














a 
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TAVERN 
Window 
Cleaner) 

a All Tavern Products 

carry the Guarantee In- 

signia of Good House- 


keeping Magazine. 


TAVERN PRODUCTS 


Non-Rub Floor Wax « Window Cleaner « Tavern Candles + Paint Cleaner 
Paraseal Wax « Floor Wax (Paste) « Electric Motor Oil 














HARDWARE AGE 











Rae oe eis ei a ei 





BLUE 
RIBBON 
STOMER 


HERE’s a Blue Ribbon Customer who ean do a 





lot to keep your business out of the red. He’s 
the painting coniractor—an honest-to-goodness 
big buyer. His orders run into real money. 

Nine times out of ten, the No. 1 item he asks 
for is white-lead. All the other supplies he 
needs are bought at the store that sells him his 
white-lead. 

That makes it your move. The winning play 
is easy. Stock and push Dutch Boy White-Lead 
— first choice of painting contractors and other 
large users for many years — the item that at- 
tracts the volume buyers. 


Now Better Than Ever 


Break the good news to your white-lead cus- 
tomers that Dutch Boy has been stepped up in 
whiteness, hiding power and body. 
This means whiter whites and 
cleaner, sharper tints — increased 


, . . . 
coverage — more solid-looking jobs. 


ae > ee - Cash in on the increased demand 


ny for Dutch Boy that is resulting from 


BUY THIS—— iy C ie] B these improvements. Use Dutch Boy 
.-- they also 


buy these 


displays in your ‘store and window 
SOFT PASTE f — start a “Dutch Boy” Department 


, on your shelves. It pays. 
WRITE LEAD 


ee 


This is the slogan of the national advertising 
campaign on white-lead now being conducted by 
the Lead Industries Association. Tying up with 
this campaign will help your business. 


NATIONAL LEAD COMPANY —111 Broadway, New York; 116 Oak St., Buffalo; 900 West 18th Street, D uy T C a 8 0 ' 


aa 659 Freeman Avenue, Cincinnati; 1213 West Third Street, Cleveland; 722 Chestnut Street, St. Louis; 
24th Street, San Francisco; National-Boston Lead Co., 800 Albany Street, Boston; National Lead & Oil Co. 
of Penna., 316 Fourth Avenue, Pittsburgh; John T. Lewis & Bros. Co. Widener Building, Philadelphia. PAINTERS’ PRODUCTS 
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The New SUN FLAME 


OIL BURNING HEATER 


TODAY’S MOST MODERN HEATING APPLIANCE 


New modern styling—unsur- 
passed construction—excep- 
tional economy — outstand- 
ing features—lower prices. 


Two types of heating units 
to meet the varying de- 
mands of climate, altitude 
and draft conditions. 


Forced Air Circulation Fan 
and Automatic Thermo- 
static Control available as 
optional features. 


Ten different models are of- 
fered, enabling you to carry 
a selection of heaters which 
will meet every demand of 
your customers, as regards 
style, size and price. 





O other heater that is so outstanding in qual- 

ity and appearance can be purchased at such 

low prices. The result is that no matter how mod- 

est their budget may be, a new Sun Flame Oil 

Burning Heater is easily within the reach of every- 

one. The Sun Flame line is definitely superior in 

construction. It offers not only low first cost, but 

with that, low operating cost. It is truly today’s 

most sensational value. Write today for catalog, 
prices, and full details. 










ud 


"Economizer" Heating 
Unit 


“Round Drum" Heating 


Unit 





a 
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Forced Air Circulating 
Fan (optional) 


AMERICAN GAS MACHINE COMPANY, Inc. 


Grand Avenue at Slocum 
Ridgefield, N. J. 


ALBERT LEA, MINN. 


4242 Hollis St. 
Oakland, Calif. 
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Build YOUR Sales 


With WINCHESTER 


TRADE MARK 


Nation-Wide Advertising! 


vs. 

e vs. } 
rmaitications 
*Radniignt cell* 





Get This Attractive Combination L,jpaewanceorniser opens its dramatic four-months con- 


Buy your Winchester Hi-Power batteries in fast-selling 
combination offer No. K-59. Consists of : Six No. 9818 
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WINCHESTER 


1939 


Special 2-cell fo- 
cusing spotlights 
in compact display 
shown at left and 48 
No. 1511 Winches- 
ter Super-Seal Unit 
Cells in counter dis- 
play tray. 


Dealer Cost . $4.78 
Retail Value . $7.14 
Your Profit . $2.36 


sumer advertising campaign with an advertisement 
in LIFE—August 21 issue. Illustrated is one of the adver- 
tisements appearing early in the series. Retailers all over 
the country will benefit by Winchester national advertising 
in LIFE, Field & Stream, Progressive Farmer, Farm Journal, 
Collier’s, Sports Afield, Outdoor Lifeand American Le gion. 
... Be sure you get your share of increased profits from this 
advertising. Back up Winchester’s sales-building campaign 
in your territory by featuring the batteries that millions 
will read about for the next four months. Display promi- 
nently Winchester Super-Seal Hi-Power flashlight cells. 


REPEATING ARMS COMPANY 


NEW HAVEN, CONN., U. S.A. 
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Sentinel Kings ihe bell 


WITH A 








A powerful new line—hits a new high 
in style and performance—thirty-three 
distinctive new Models—AC, AC/DC 
Models in Tables and Consoles—14, 6 
and 32 volt Farm Models—Radio-Phono- 
graph Combinations and Portables— 
each one packed with sales features and 
at prices that mean volume sales! 


A powerful merchandising campaign, 


forceful national advertising, local ad- 
vertising to your customers and sales 





helps that will bring you extra business. 


It's a line that you should have. It's 
backed by Sentinel’s ‘‘sell-and-stay-sold” 
reputation. Send immediately for 
“Dealers Sentinel News,’’ which gives 
complete details on the profit-building 
Sentinel Dealer's proposition. 


SVE AAAS ; 
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SENTINEL RADIO 

CORPORATION 

2020 Ridge Ave., 

Dept. HA-81039, Evanston, Ill. 
Please rush ‘Sentinel News.’ 


Address 
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Gus is what sells a shooter on one par- 
ticular brand of shells for keeps. The uni- 
formly continuous satisfactory performance that 
Winchester Shot Shells give does a selling job 
that brings the same hunters in for Winchester 
Shells season after season. Available in a com- 
plete line—that a ALL popular loads— 
means not only steady demand but volume. 


Stock popular-priced Winchester Rangers for 
everyday hunting use at average ranges ; lead- 
ers for peak performance. Stock Winchester 
Super Speeds for all difficult long range shoot- 
ing. Their extra power and speed and scientific- 
ally controlled short shot string kill cleanly far 
beyond ordinary shotgun ranges. 





Trap and skeet enthusiasts have the same con- 
fidence in Winchester Shells—based on success 
in their use. Supply their Red W loads. 

Your Jobber’s salesman will gladly give you 
all the latest information on Winchester Shot 
Shells—ask him. 


WINCHESTER METALLICS HAVE POPULAR CALL, TOO 
Hunters know they get in Winchester center 
fire Super Speed Staynless Non-Mercuric Cart- 
ridges the full limit of speed, power, accu- 
racy and dependability. Loaded in all current 
Winchester and most other modern calibers. 
Winchester rim-fires are equally popular. All 
loads for ordinary and extra hunting ranges— 
also supreme match cartridges. 





WINCHESTER REPEATING ARMS COMPANY 


Division of Western Cartridge Company ~ 


NEW HAVEN, 


CONN., U.S. A. 


HARDWARE AGE 





IAIN TrRRARY [oI 











Vol. 144 


No. 3 





Beh | ME ee 


= 


OPER. Malena 


eR 


abe 


sot ae Et 





WIL 





VAIN TRRARY | 


GEORGE H. GRIFFITHS 
President and General Manager 


CHARLES J. HEALE 
Editor and Vice-President 


Associate Editors 
GEORGE G. HOY 
KENNETH A. HEALE 
GEORGE M. SANGSTER 
RUDOLPH 8. WILD 


ALBERT J. MANGIN 
“Who Makes It?’ Editor 


L. W. MOFFETT 
Washington Representaiive 


Contributing Editors 
SAUNDERS NORVELL 
ADON H. BROWNELL 


JOHN G. WILCOX 
Circulation Manager 


ADVERTISING DEPARTMENT 


L. V. ROWLANDS, Sales Manager 
239 West 39th St., New York 


Boston : 
CHAUNCEY F, KNGLISH, 140 Federal St. 
NEw YORK: 
HAL G. BLODGETT, 239 West 39th St. 
E. R. SANDIFORD, 239 West 39th St. 


CLEVELAND: 


L J. FEDDERY, 709 Union Bldg., 1836 Euclid Ave. 


CHICAGO: 
KENNETH C. WARNER, 1012 Otis Bldg. 
OLE B. BERGERSEN, 1012 Otis Bldg. 


SAN FRANCISCO, CAL.: 
R. J. BrrcH, 155 Sansome St. 


Los ANGELES, CAL.: 


R. J. Bincu, 541 Consolidated Bidg., 607 So. Hill St. 


SUBSCRIPTION PRICES—United States, its pos- 
sessions: one year $1.00. Meszico, Central 
America, South America, Spain and its 
colonies: one year $1.00. Canada $2.00. 
Foreign countries not taking domestic rates 
one year $2.50. Single copies 15 cents each. 


Just Among Ourselves, by Charles J. Heale 
Taking the Mystery Out of Builders’ Hardware, 
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30% stronger in the section 
where 65% of all handle 
breaks occur! 


Available on all Wood “’Closed-Back’’ and 
Tapered Socket shovels, with the excep- 
tion of “’C’’ Grade Piqua Brand. Order 
them from your jobber today. The Wood 
Shovel and Tool Company, Piqua, Ohio. 
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““King Consumer’: 
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by CHARLES J. HEALE 
EDITOR, HARDWARE AGE 
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For several years merchandis- 
ing authorities have been telling 
us “the customer is always right” 
or, in other words, that the “con- 
sumer is king’—and not just 
“king for a day.” During the 
NRA era labor representatives 
and consumer consultants “stole 
the show.” Generally speaking. 
what they wouldn’t or didn’t ap- 
prove never got into the codes. 
As a result, many progressive 
regulations that independent re- 
tailers would have found useful 
never made any headway. From 
the political angle, consumers are. 
of course, the voters who elect or 
defeat office-holders. There are 
farm groups, veteran blocs, labor 
units, chain store adherents, inde- 
pendent dealer supporters, pro- 
fessional big army and big navy 
groups—each seeking some com- 
mercial or professional advantage 
or the repeal of some disadvan- 
tage. Yet all of these are also 
consumers, and should be so 
rated when they purchase any 
needs or wants outside of the 
goods and services in which they 
are distribution factors. In other 
words, we are all consumers and 
if “consumer is king” we are all 
“kings” and members of same 
royal family of American con- 
sumers. 


“Ignoble Nobility” :— 


Such being the case, the hard- 
ware dealer is a consumer and 
should pay consumer prices on 
his food, clothing, drugs, etc.. 
which he does not distribute. 
Likewise the nearby _ grocer. 
clothier and druggist should, as 
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consumers of hardware _ store 
lines, pay the hardware dealer the 
full retail price. If for any rea- 
son some mutual restricted “10 
per cent” discount is in force and 
generally observed just among 
these four types of retailers, that 
break-down of the retail price 
structure need not necessarily be 
seriously considered. But the 
“diversion of retail business” is 
growing to huge proportions and 
is seriously worrying all retail 
trades. This fact was clearly in- 
dicated at the recent N.R.H.A. 
Cincinnati Congress where pro- 
gram speakers, representing fur- 
niture, grocery and druggist re- 
tail organizations supplied the 
first-hand viewpoints of these 
trades, stressing the problem of 
retail sales diverted through chan- 
nels that provided wholesale or 
semi-wholesale prices on almost 
all kinds of merchandise. That 
this is an increasingly serious mat- 
ter is quite definitely established 
with varying rumors indicating 
the huge annual volume of such 
sales. If consumers are kings 
and members of the same family 
then a selected group might be 
called members of an “ignoble 
nobility” whose activities not only 
steal retail business from retail 
stores but also..tend to discredit 





retailing in the minds of thou- 
sands of consumers. 


Various Plans :— 


The methods pursued for this 
“phony” wholesale trading are as 
varied as the lines of merchan- 
dise available. In almost any city 
of 25,000 or more there are per- 
manent or transient operators 
who have many catalogs to choose 
from and who can get some kind 
of discount on almost any human 
need, whether you buy one or a 
gross., Frequently well-known, na- 
tionally advertised, first - quality 
goods are available. As most or- 
ders are for one only of any sin- 
gle item, it is unlikely that such 
non-stocking leeches purchase di- 
rect from a manufacturer. This 
definitely suggests that wholesal- 
ers are servicing such trading to 
the detriment of their own-dealer- 
customers. On merchandise that 
bears serial numbers, manufac- 
turers and dealers could positive- 
ly cooperate and discover how 
this merchandise becomes avail- 
able—if, as claimed in most cases, 
the producer is not selling the 
leech. An unfortunate aspect of 
the problem is the all too com- 
mon manufacturers welfare 
league or association, fostering— 


2% 








fig 

















Halter and 
Dog Chains 
are in the 
Spotlight 


a @ This is a very good time to make © 
¥ a bid for sales of TENSO Halter and 
Dog Chains. A large volume of 
_ these popular chain specialties is 
~ being sold in almost all localities. 
A small display, set out where - 
‘people can see it, will do a lot of 
good. You'll be well satisfied with 
the results. ee 

_ Many other chain items are timely 
right now. Among these are Elwel 
Ties, Tenso Cow Ties, Tenso — 
el Chains and ACCO Proof . 
d BBB Coil Chains. 

And don't forget to keep your 
Chain Sales Maker well stocked 
popular chains. 

RICAN CHAIN DIVISION 


BRIDGEPORT, CONNECTICUT 











our exhibit, 
oe tals Building, 
New York World’s Fair 








AMERICAN CHAIN & CABLE COMPANY, Inc. 


AMERICAN CHAIN DIVISION ¢ AMERICAN CABLE DIVISION @ ANDREW C. CAMPBELL DIVISION @ FORD CHAIN BLOCK DIVISION « HAZARD WIRE ROPE 
DIVISION © HIGHLAND IRON AND STEEL DIVISION ¢ MANLEY MANUFACTURING DIVISION @ OWEN SILENT SPRING COMPANY, INC. ¢ PAGE STEEL AND 
WIRE DIVISION @ READING-PRATT & CADY DIVISION ¢ READING STEEL CASTING DIVISION ¢ WRIGHT MANUFACTURING DIVISION @ IN CANADA: DOMINION 
CHAIN COMPANY, LTD. « IN ENGLAND: BRITISH WIRE PRODUCTS, LTD. ¢ THE PARSONS CHAIN COMPANY LTD. © I” Business for Your Safety 
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at least by tolerating it—com- 
pany purchase orders for any- 
thing and everything at wholesale. 
even though. intended for some 
individual’s use. This is easy to 
understand. A_ wholesaler’s fac- 
tory supply department enjoys 
substantial monthly business from 
a certain local factory. As a 
“courtesy” a few members of the 
factory’s purchasing staff are per- 
mitted to buy a few items, then 
a few more and finally the total 
of consumer goods bought at 
wholesale becomes really heavy 
business. The wholesaler, not 
wishing to jeopardize the factory 
supply account, permits the gen- 
eral wholesale trade to go on, per- 
haps hoping it will taper off or 
not become too important. 


*‘Nuisance’”” Business :— 


Obviously such business is not 
desirable or profitable to the 
wholesaler and must definitely be 
classed as “nuisance” business. A 
wholesaler’s costs do not permit 
such trade at a profit. But it is 
being done and, if the factory has 
an employee association, the next 
step is special price cards for all 
members, and the practice 
spreads to an even wider circle 
of suppliers, including gas, oil 
and tires at some gullible local 
service stgtion or super-station. 
When this welfare or employee 
group plan starts to function the 
scope of purchases at preferred 
prices has no limit and often in- 
cludes buying privileges in other 
nearby cities. 


Mail Order: 


Still another and perhaps more 
vicious type of the “buy at whole- 
sale” set-up are the many mail 
order outfits who actually carry 
some stock, issue cut-price cata- 
logs and never seem to have any 
difficulty getting all the merchan- 
dise they require for their busi- 
ness. It is likely that this type 
of competitor buys from factories 
in most cases and actually pur- 
chases in wholesale quantities. 
Nevertheless, such outfits are de- 
stroying legitimate trade channels 
and should not be serviced by 
factories who enjoy the great part 
of their distribution through reg- 
ular channels. 
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Fair Trade Laws :— 


It would seem that the mail 
order type of “buy at wholesale” 
business could be curbed by fair 
trade contracts in 43 states. These 
distributors do a_ strictly retail 
business with consumers and are 
not selling for resale. Therefore 
they could be forced to observe 
fair trade price maintenance con- 
tracts by any manufacturer wish- 
ing to curb price-cutting on his 
goods—hbetter yet don’t sell them. 





Consumer Cooperatives: 


In many parts of the country 
the Consumer Cooperative move- 
ment is also a pressing problem. 
growing rapidly and _ obtaining 
indirect if not direct government 
aid, federal, state and county. 
At the Cincinnati convention, A. 
B. Gunnarson of the United 
States Chamber of Commerce sur- 
prised everybody by stating that 
despite the admitted growth of 
the Co-op movement in the United 
States, only 1% per cent of all 
retail business was handled by 
such organizations in 1938. The 
convention went on record in op- 
position to the proposed Norris 
Bill (S. 2605) which would fur- 
ther extend governmental credit 
facilities to the consumer move- 
ment, permitting wide latitude 
that would greatly increase the 
scope of cooperative progress and 
make it available for non-farm 
areas under a_ percentage plan. 
The full details of this vicious 
measure are given, in the news 
section of this issue on page 82. 
This report comes directly from 
the Washington Bureau of Harp- 
WARE AGE and is extremely im- 
portant information for all read- 
ers. Every reader is urged to 
immediately advise his represen- 
tatives in both houses of Congress 
that the Norris Bill is vicious, un- 
economic and discriminatory and 
not in the best interest of inde- 
pendent wholesaling and retailing 
from which sources come an im- 
portant part of the tax monies 
that make it possible to have 
either a government or a govern- 
ment treasury with which to offer 
the proposed credit facilities. 
This is important. Register your 
protest in Washington now and 
get others to do the same! 


Cincinnati Congress :— 
The story of the N.R.H.A. Con- 


gress, held in Cincinnati last 
month, is given in very complete 
form in this issue. Practically in 
full, the major addresses are pub- 
lished for the information of the 
industry. Most of the speakers 
were from without the retail hard- 
ware field yet brought to our in- 
dustry some highly important and 
competent messages on current 
business and economic topics. It 
was an excellent and instructive 
program—but, to repeat a com- 
ment made in these pages follow- 
ing the 1938: N.RJH.A. Congress, 
I again say: 

“There is definitely a value 
to obtaining an ‘outside view 
of our activities, our virtues 
and our shortcomings. But | 
still cling to the notion that 
more time should be provided 
for informal discussion from 
the floor, that the various dele- 
gates, presumably selected by 
their respective state associa- 
tions as successful local lead- 
ers, may exchange experiences 
and ideas on retail hardware 
practices. Such an exchange 
should prove of great value and 
could properly supplement and 
be inspired by the messages de- 
livered by program speakers.” 





“Who Makes It?” : 

By this time all regular readers 
of HarpwareE AGE have received 
their 1939-1940 copy of _ the 
“Who Makes It?” Catalog and 
Direttory Issue dated July 27. 
1939. Once again this is bigger 
and better and for that reason 
there was some delay in getting 
this issue into the mails. We re- 
gret the delay but trust our read- 
ers will agree that two or three 
days’ lateness are justified by the 
usefulness of this handy buyer’s 
guide. Naturally. we are most 
anxious to know that the “Who 
Makes It?” issue arrived in good 
condition and are even more anx- 
ious to have the reaction of those 
who will use this book in their 
daily work. Write and tell us 
how you use this book, how often. 
the features you particularly ap- 
preciate and, if you will, give us 
your suggestions for improving 
subsequent editions. 
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By ADON H. BROWNELL 


Chapter 56—Advanced Course 


Interesting Hardware Problems Solved 


HIS is the third and last of 

the chapters on interesting 

hardware problems and how 

they have been solved. Problems 

such as these serve to make the 

builders’ hardware business inter- 

esting and anyone in the business 

who encounters problems gets a 

real kick out of successfully meet- 
ing and mastering them. 

Russell Gold, assistant general 
superintendent of the Russell & 
Erwin Mfg. Co., New Britain. 
Conn., has sent me in two that he 
took real interest in solving. He 
writes: 

“T can recall two unusual con- 


ware which I believe would be in- 
teresting. 


Problem No. 1 


“On quite an elaborate mansion 
they had a series of doors opening 
onto a porch and wished to pro- 
tect the opening by installing an 
iron grille door which would also 
open out. These grille doors were 
specified to be locked from the in- 
side and, when opened, the regu- 
lar doors were to operate inde- 
pendently of grille. This proposi- 
tion was met by using a T-bolt on 
the doors and a plate with a T-slot 


were open they engaged and when 
closing they would lock together 
due to the difference in hinge cen- 
ters. 


Problem No. 


“We were requested at one time 
to provide a remote means of con- 
trol. Specifications were as fol- 
lows: The door to be controlled 
was to a vault from a man’s li- 
brary. His secretary was to have 
access to this vault by keys oper- 
ating a regular cylinder lock. The 
owner was to have a remote con- 
trol in his bedroom arranged be- 


the grilles. When the doors tween a push button and an elec- 
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The solution to Problem No. 1 
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tric strike. The lock in connection 
with the remote control had no 
means by which it could be manu- 
ally operated; therefore, the door 
was very securely locked by re- 
mote control, yet allowed access by 
the secretary when desired. As | 
recall it, we used a night latch 
without cylinder with the electric 
strike.” 


Problem No. 3 


From Detroit another 
mighty interesting and unique 
problem—but let Robert Whyte. 
of the Rayl Co., tell you about it 
in his own words: 


comes 


“A short time ago, while we 


were furnishing a large hospital 
job, the architect called us and ad- 
vised that he was giving us an un- 
usual order. It seems that all the 
doors to be installed, totaling 
somewhat over 400, were all made 
of a wood veneer. He previously 
had taken this problem up with 
the mill furnishing the doors but 
had been turned down, and, inas- 
much as he had promised the 
owners the condition referred to 
would be overcome on the job, he 
finally pinned it on the hardware 
man. The problem was this: 

“}. All doors were build-up ve- 
neer, 134 in. thick. 

“2. The institution was owned 
by the State for the mentally de- 
fective. 

“3. The actions and conditions 
of the patients required the daily 
use of very strong cleaning solu- 
tions such as caustic soda, etc. 

“4. The result was that the 
moisture with these sodas or acids 
would soak up in the door, spoil- 
ing the finish and causing the 
veneer to peel off. 

“5, The nature of the cleaning 
solutions and disinfectants would 
cause steel—plain, galvanized or 
painted—to rust rapidly and brass 
or bronze to corrode overnight. 

“With the above information in 
mind, we were told to give them 
something to stop this condition 
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for all time. Our final result was 
the use of a black plastic material 
extending the full width of the 
doors and made in a “U” shape to 
cover both sides of the bottom 
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Illustrations of U-type plastic 
used in Problem No. 3 


rail, as well as the bottom of the 
door. The plastic material selected 
was absolutely not affected by any 
solution and required no mainte- 
nance whatsoever. 

“Result: We have a very satis- 
fied customer, and have received 
the grateful appreciation of the 
architect and owner. 

“However, we wish to warn any- 
one to be particularly careful in 
their selection of a plastic, as some 
materials on the market are un- 
favorably affected by water. A 
material so affected will throw off 
a gas with a disagreeable odor and 
this will corrode brass or bronze 
very quickly. The plastic material 
referred to above was manufac- 
tured by the Formica Insulation 
Company, located in Cincinnati. 
Ohio. 

Conrad Lehman, salesman for 
H. D. Taylor Co., Buffalo, N. Y.. 
encountered a most unusual prob- 
lem the other day. This is it: 





Problem No. 4 


“I had an unusual hardware in- 
stallation a short time ago One 
of my customers manufactures 
meat grinding equipment for use 
in a big way. This machine han- 
dles several hundred pounds of 
meat at a time. The meat is put 
into the big hopper which is then 
revolved at a high rate of speed. 
Circular cutting knives then cut up 
this meat suitable for use in frank- 
furters. The center of the meat 
hopper has a large opening in it 
through which the ground meat is 
pushed when the cleaning blade is 
lowered. This cleaning blade is 
hinged to the standard and was 
originally lowered by hand. As this 
blade is quite heavy it was consid- 
ered to be too much of a risk to 
operate it with female help. 

“Our problem was to furnish 
something that would let the blade 
down slowly and eliminate this 
operator risk. A special 73 Yale 
closer, with heavy liquid, solved 
the problem. The special part was 
in the arm construction to fit the 
drop of the blade and the heavy 
liquid helped to slow up the closer 
action. This installation works 
perfectly and the risk of finding a 
finger or an arm in your favorite 
‘hot dog’ was eliminated. So 
more power to the good old door 


” 
closer. 


Problem No. 5 


The last of the interesting hard- 
ware problems and how they were 
solved comes from a very modest 
known builders’ 
would 


but very well 
hardware engineer who 
only give me this problem on the 
strict proviso that his name would 
not be mentioned. Honoring his 
wishes, I give you his problem and 
its solution but not his name. 
“The unusual problem we had 
to overcome was in a sound-proof 
studio where industrial sound pic- 
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lures are made. This room was 
quite large and had a 24-ft. ceil- 
ing. The walls and ceiling, includ- 
ing the doors, were covered with 
two inches of rock wool insulation. 

“In the ceiling of this room near 
the center was a | by 7 ft. door 
which had to be hinged for access 
purposes. As we have stated, this 
was a sound-proof studio and 
there could be no device used that 
would break or cut through the in- 
sulation or obstruct the vision of 
the camera. 

“We overcame this as follows: 
We had a Richards-Wilcox 1836 
garage hinge made with a 2 in. 
offset. This we applied to the door 
and jamb by through bolts and 
had the 2 in. 
over the hinge. 
door from the floor we had two 
iron cleats made in the form of a 
“a” 


2 ft. in from each end, allowing 


insulation applied 
To operate the 


and applied to doors about 


6 in. to be applied to the door. A 
drop of 12 in., with another right 
angle bend of 5 in. on which an 
awning pulley was anchored. These 
cleats were applied to the door un- 
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How Problem No. 5 was solved. 


der the insulation, the same as the 
hinges. Next we anchored an eye 
bolt, and a triple-awning pulley in 
the ceiling near the edge of the 
door and a side pulley at the wall. 
We threaded a No. 12 Sampson 
the bolt 
through the triple pulley and pass- 


sash cord from eye 


ing through the pulleys on both 
, 
cleats, then over to the pulley al 


the side wall. The cord then ex- 
tended to the floor and was lashed. 
Through this system of leverage 
we had set up we were able to op- 
erate this 300-pound door with a 
pull of 40 pounds.” 
* * * 
Lock security is an ever-interest- 
ing subject and in our next chap- 
ter we will discuss it. 


Aim High, But Be Reasonable 


FENHE one condition of success is 

| carefully repeated and resolute 
aim. In time you will hit the bulls- 
eye. It is no disgrace to miss and 
the perseverance will result in valu- 
able experience. Your steady im- 
provement is bound to attract atten 
tion for the world is on the lookout 
for trained crack-shots. 

Throw all you have into your aim 

your work, your strength and your 


mind—and you will achieve your 
object. You can never quite achieve 
perfection but you will come so 


close to it that you will be agreeably 
surprised and you will be admired 
for your lofty purpose and attempt 
at achievement. 


Having made your mark. be satis- 


fied to hold it. Never carry your 
aims, aspirations or ambitions to 
unreasonable extremes. Unhappi- 
ness lies in that direction. On the 
other hand, if you find yourself like 
a squirrel in a cage, getting no- 
where. analyze yourself. 

You must have natural ability and 


extraordinary patience. Do not be 
envious of those who have surpassed 
you. Do not let your aims and am- 


bitions develop into uncontrollable 
passion. There is no position so 
exalted that it cannot be reached 


and held (for a while) by 
overloaded fool who long ago out- 
grew his natural capacity. Aim high, 


but be reasonable. —JO BERGE 
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All work and no play makes Jack a dull boy”’ 


Raising tung trees is the hobby of S. G. Thigpen 
Thigpen Hardware Co., Picayune, Miss. Here he i: 
looking at a seven-year-old tree in full bloom. About 
eight years ago he became interested in the cultiva- 
tion of tung trees when the first ones of that type 
were planted in the vicinity of Picayune. Of his hobby 
he says, “This work has been intensely interesting 
and is now proving profitable.’ Tung trees produce a 
nuts from which is extracted tung oil, an essential oil 
for the manufacture of high grade varnishes, paints 
enamels, insulation, linoleum, India ink, brake bands, 
etc. Mr. Thigpen poinis out thot his section of the 
country has approximately 100,000 acres of tung trees 
and is now proving profitable.” Tung trees produce a 
portion of this oil (which is now imported almost wholly 


from China) needed bv indusiry in the United State: 
will be produced in Mississippi. At the present time 
tung oil is this country’s second largest chemical im 


port item 





* 


Edward S. Norvell, New York manager for 
E. C. Atkins & Co., Indianapolis, Ind., at the 
helm of his sailboat the “Dulcinea,”’ which he 
sails across Long Island Sound from time tc 
time. As he is a real sailor at heart, his boat 
is not equipped with a motor giving him 
plenty of opportunity to test his skill on 
breezy days and those on which there is no 
even a slight breeze. His boat, which ix 
named for the mythical sweetheart of Dor 
Quixote, is an 18-footer 


HARDWARE AGE INVITES ALL HARDWARE MEN TO SEND IN THEIR HOBBY PHOTOS. 
ALL ARE WELCOME — DEALERS, WHOLESALERS, MANUFACTURERS AND THEIR SALESMEN. 
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There are four logical 


steps to be taken in 
modernizing a kitchen 
and just seven types 

of kitchen which the 


hardware dealer may be 


called upon to install 


ODERN kitchen planning 
M is based upon the appli- 
cation of dividing the 

kitchen into three parts or centers. 
Each of these centers has as its 
heart a major piece of equipment. 
around which are grouped the 
necessary storage spaces and work 
surfaces, making possible the per- 
formance of a complete function 
and are designated as follows: 

1—Refrigerator and Prepara- 
tion Center which cares for the 
storage of not only all perishable 
foods, but staple foods, prepara- 
tion equipment and dishes, plus 
baking utensils. See Fig. 1. 

2—Sink and Dishwasher Center 
which cares for all cleaning and 
washing functions, plus dish and 
utensil storage. See Fig. 2. 

3—Range and Serving Center, 
where space for convenient service 
is provided, plus storage for ser- 
ving dishes, cooking cutlery, fry 
pans and electrical appliances. 
See Fig. 3. 

Each of these performs a com- 
plete function and can stand alone 
or can be grouped in combina- 
tions. The grouping together of 
these three centers in a complete 
workshop is of extreme import- 
ance. Careful research into the 
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field of arrangement establishes 
conclusively that there are just 
seven types of modern kitchen 
arrangements. In all of these 
seven types, there is one major 
fundamental as to the relation of 
the various centers that is im- 
portant. You will note that, in all 
cases, the sink appears between the 
refrigerator and range. There is 
a very definite reason for this in 
that there is water used in the 
preparation of food and water 
used in cooking. There are also 
soiled dishes formed at both the 
preparation center and in_ the 
cooking and serving center. It is 
only logical and practical, there- 
fore, that the sink should always 
be between the other two centers. 
The efficiency of the kitchen can 
be decreased as much as 40 per 
cent by changing this one funda- 
mental rule. These seven types 
are as follows: 


IRVING W. CLARK 


1—U Shaped Kitchen. This oc- 
cupies three consecutive walls as 
shown in Fig. 4. This is the most 
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Refrigerator and Preparation Center 
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efficient kitchen that can be ob- 
tained. 

2—L Shaped Kitchen. Occu- 
pies two adjacent walls and is the 
second best arrangement possible. 
This is shown in Fig. 5. 

3—Broken U Shaped Kitchen. 
This arrangement adds flexibility 
as to door and window arrange- 
ment. In the broken U, you will 
note that the range and serving 
center has been isolated from the 
other two centers. This again is 
for the well-established and prac- 
tical reason that there is more 
water used and more soiled dishes 
formed in the preparation center 


Mansfield, Ohio 


than in the cooking and the ser- 
ving of food in the range and 
serving center. See Fig. 6. 

4—Broken L. Here again is 
the application of the “L” shaped 
kitchen with added flexibility of 
door and window arrangement by 
the separation of the range and 
serving center from the other two 
centers. See Fig. 7. 

5—Two Wall Kitchen. This 
has its application in many in- 
stances. It is an efficient kitchen, 
although it has certain definite 
drawbacks; chief among these is 
that the floor traffic passes directly 
through the work area. It is a 


modern kitchen, however, due to 
the fact that each center is com- 
pletely organized and the proper 
relationship exists between the 
various centers. See Fig. 8. 

6—Individual Center Kitchen. 
This has its greatest application in 
the modernization field. It offers 
almost unlimited flexibility as to 
door and window arrangement. It 
gains its position in the types of 
modern kitchen arrangements, due 
to the fact that each center is com- 
pletely organized and that the rela- 
tionship between the centers is 
correct. See Fig. 9. 

7—Straight Line, One Wall 





The Three Centers Designed for a Three-Bedroom Residence 





























Fig. 2—Sink and Dishwasher Center 
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Fig. 3—Range and Serving Center 
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Fig. 4—“‘U”’ type kitchen 


Kitchens. ‘These have their place 
in a limited way in modern 
kitchen planning. They should be 
limited, however, to residence units 
of not more than two bedrooms. 
This is due to the fact that in 
larger residences, in order to get 
sufficient storage space, their 
length becomes excessive and im- 
practical. In one and two bed- 
room residences. however, they 
have a very definite application. 


See Fig. 10. 


The Space Problem 


Probably one olf the greatest 
errors in installing complete kitch- 
ens rests in either the lack or 
excess of cabinet storage space, o1 
in the spaces allowed for ranges 
and refrigerators. Until some four 
years ago, the question of what 


was the correct amount of storage 


Fig. 5—“L” type kitchen 
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space for a kitchen and how much 
space should be allowed for the 
range, refrigerator and sink, was 
very much the matter of one per- 
sons judgment versus another’s. 
lt was guess work and in far too 
many cases, the guessing was very 
bad and on the wrong side of the 
balance sheet. Today, this con- 
dition is unnecessary, as science 
again jhas evolved a_ definite 
formula that has proven its prac- 
tical application in thousands of 
residential units and entirely 
eliminates any question of guess. 


Storage Space 


Due to the fact that the number 
of persons actually living in a 
residence unit changes from time 
lo time, it is fundamentally wrong 
to use the amount of storage space 
required or the space requirements 
for major pieces of equipment as 
a basis of calculation. The num- 
ber of bedrooms, however, in a 
housing unit definitely establishes 
the adult occupancy and is the 
basis upon which all calculations 
for kitchen requirements are made. 

The formula as far as cabinet 
storage spaces are concerned, is a 
simple one. Count the number of 
bedrooms and add one additional 
adult to the total for the master 
hedroom. It requires 6 sq. ft. of 
shelf storage space in the cabinets 
above the counter for each adult 
person on this basis. To this total 
square footage must be added 6 
sq. ft. for entertainment and 6 sq. 
ft. for accumulation. 


How It Works 


\s a sample, in a three-bedroom 
residence. the normal adult oc- 
Multiply by 6 
sq. ft. per person and you have a 
total of 24 sq. ft. of shelf storage 
space required above the counter 
line. Add to this 6 sq. ft. for ae- 
cumulation and 6 sq ft. for enter- 


cupancy is four. 


taining and you have a total of 36 
sq. ft. of upper shelf storage space 
required. Base storage must be 
figured on a linear foot basis. In 
all cases, place base cabinets 
underneath all upper cabinets not 
occupied by the refrigerator, range 
and sink and dishwasher. 

This formula applies to all nor- 


mal residence building with the 
exception of one room apartments 
with an alcove kitchen, an in-a- 
door bed and one-bedroom apart- 
ments. Apartments of larger 
capacity use the normal residence 
formula. 


Subnormal Projects 


Slum clearance or subnormal 
projects are a slightly different 
problem. The same formula is 
used as for normal housing proj- 
ects, with the exception that 4 
sq. ft. for shelf space is used in 
place of 6, and 4 sq. ft is added 
for accumulation and 4 sq. ft. for 
entertaining. 

The amount of space required 
for a refrigerator, range or dish- 
washer sink is also based on the 
normal occupancy of a residence. 

The use of proven arrangements 
in kitchen layouts, plus the appli- 





Fig. 6—Broken “U” type kitchen 


cation of the formula for the bal- 
ance of storage, in conjunction 
with suitable sized equipment for 
the normal occupancy of an 
apartment, are fundamental if a 
customer's satisfaction is to be ob- 
tained in the kitchen. 


Standard Plans 


The application of these estab- 
lished and proven standards have 
made possible the development of 
a series of standard kitchen plans. 
These standard plans give maxi- 
mum flexibility and insure mini- 
mum initial investment as they 
make possible the purchase of 
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Fig. 7—Broken “L” type kitchen 


complete package kitchens. These 
standards should be carefully con- 
sidered in planning new residence 
units, as their use establishes com- 
plete satisfaction, economical use 
of floor space, and minimum in- 
vestment. 

Very frequently the question is 
asked as to what are the logical 
steps to be taken in completely 
modernizing a kitchen. There are 
actually four: 

1. A complete plan for each 
kitchen. . 

2. The selection of the major 
pieces of equipfhent. 

3. Choice of allied equipment, 
such as cabinets, work surfaces. 
ventilating fans, ete. 

1. Method of installation. 


Check Plans 


The first step in any modern- 
izing program of the kitchen 
should be a complete and detailed 
plan of the arrangement of all 
equipment, cabinets and work sur- 
faces. This should be carefull: 
checked as to detail, balance of 
storage, size of equipment sug- 
vested and relationship between 
the various pieces of major equip- 


ment. 


Major Pieces 


The choice of major pieces olf 
electrical equipment is of particu- 
lar importance, as upon this step 
depends the question of a sound 


AUGUST 10, 1939 


investment over a long period of 
years. Equipment styled, manu- 
factured and serviced by one com- 
pany is particularly desirable. It 
gives matched styling and insures 
a more satisfactory type of instal- 
lation. The matter of having all 
service and responsibility rest in 
one company cannot be over-em- 
phasized. 

It should be definitely borne in 
mind that the first cost is often 
misleading and equipment should 
only be purchased with suitable 
guarantees and warranties from 
manufacturers of established repu- 
tations. Operating and mainte- 
nance costs on low first-cost mer- 
chandise are frequently excessive. 
In the case of refrigerators pur- 
chased on an evaluated basis of 
first cost plus a guaranteed 10-year 
operating cost, supported by a suit- 
able bond, should be used as the 
basis of estimating the low bidder. 
This method will insure a long 
term investment. 


Work Surfaces 


In the selection of work surfaces 
and cabinet equipment, the first 


quality wood or steel cabinets are 
always the best investment. — In- 








Fig. 8—Two-wall type kitchen 


ferior grades will give continual 
trouble with warping and sticking 
of doors and drawers or, in’ the 





Fig. 9—Individual center type 
kitchen 


case of steel, unnecessary noise 
and faulty door operation. 

The best recommended work 
surface materials in their order 
of acceptance are micarta, monel 
metal, stainless steel. linoleum and 
porcelain. These materials have 
a wide price range and will all 
give satisfactory service. One 
thing should be borne in mind 
regarding work surfaces and sinks 
and that is that continuous count- 
ers, which eliminate vertical joints 
are most satisfactory as they elimi- 
nate filth traps that in the older 
types of kitchen have been a con- 
tinual source of trouble. 

Whether the kitchen is installed 
at one time or by a so-called step- 
by-step basis, is immaterial as long 
as a definite plan is established 
before even the first piece of 
equipment is purchased, and then 
that as each step is taken. the plan 
be adhered to so that the ultimate 
result is a complete ensemble. ‘The 
following of this procedure will 
eliminate many difficulties and un- 
satisfactory results. 


Sound Investment 


The modern kitchen is not a 
complicated affair with — insur- 
mountable problems it is a 
simple, practical, organized room 
of modern equipment that will 
answer Mrs. Homemaker’s ques- 
tion and bring a sound investment 
and profit to its owner. 





Fig. 10—Straight 





wall type kitchen 
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Stimulate Interest ww Tools 4 


ipuey days are not far away this type of merchandise which 


and the wide-awake hard- should be in demand in the near 

ware dealer should begin to future. 
start his customers thinking about Power machinery is featured 
what they will need during the — with both tools for the mechanic 
coming months. An advance show- and the home owner completing 
ing of mechanics’ tools, such as is _—_— the display. At least two price 
illustrated on this page, should be _ lines of tools should be shown so 
effective in directing attention to — that the window will appeal to all 





Tool Display 


Merchandise: Power tools, circle saws, lathe, band saw, jointer, drill 
press, hammers, auguer bits, bit braces, hand drills, breast drills, screw 
drivers, chisels, wood turning tools, planes, scrapers, awls, gauges, 
squares, levels, rules, tapes, pliers, handles, saws, punches, nail sets, cold 
chisels, files, tool boxes, tool grinders, vises. 


Background: Panels covered with dark yellow corrugated board. Cut 
out letters in black. Illustrations in black and white. Division strips be- 
tween panels, light yellow. 


Suggested Mass Displays: For tables—tool boxes, folding rules, in- 
expensive pliers, and popular priced automatic drill. 
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customers of the store. By show 
ing several pieces of work which 
were made in local home work 
shops, considerable interest can 
be aroused in this activity which 
will lead to power machinery 
sales. 

HarpwarRE AGE interchangeable 
display fixtures with shelves are 
used in this display and small 
tools are sampled on panels which 
are shown at the front of the win- 
dow where they catch the eye. 





drav 
Scale method of making panel 
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The school supply window 
shown on this page consists of a 
general selection of merchandise 
of interest to school children of 
various ages as well as to their 
parents. Study lamps of the type 
promoted in the “Better Light- 
Better Sight” campaigns are fea- 
tured in the display along with 
the smaller desk lamps and lamp 
bulbs. Popular selling items of 
seasonal sporting goods are shown 





drawings featured in displays. 
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and serve to bring to mind other 
needs along these lines. Miscel- 
laneous school supplies carried by 
the hardware store complete the 
display. 

An entire table in the store 
should be devoted to a display of 
this type of merchandise. Mass 
displays of lunch kits, footballs. 


roller skates, or study lamps 
should be arranged. To attract at- 
tention to the display, use two of 
the approved table lamps as a 
source of illumination for the ta- 
ble. A step-up display fixture on 
the table will improve the arrange- 
ment of the merchandise to a con- 
siderable degree. 





School Supplies Display 


Merchandise: Sporting goods, lunch kits, electric lamps, alarm clocks, 
roller skates, watches, pencil sharpeners, footballs, basketballs, gym 
suits, pocket knives, flashlights, batteries, electric lamps, lamps of 
all kinds, soft balls, bats, tennis rackets, student lamps, book-carrying 


cases. 


Background: Center panel grey and round top side panels blue corru- 
gated board. Cut out letters of blue and figures on side panels of yellow 
corrugated board. Division strips of yellow board. 


Suggested Mass Displays: For tables—lunch kits with vacuum bottles, 
study lamps, pencil sharpeners, roller skates. 
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Fortieth annual congress of the National Retail Hard- 
ware Association held at Netherland-Plaza Hotel, Cin- Es 
cinnati, Ohio, July 17 to 20, 1939. Approves amendments 
to Federal Firearms and Social Security laws; urges 
manufacturers and wholesalers to supply catalogs con- 
taining sales helps and consumer selling facts, and 
protests diversion of retail business to “special privi- 
lege” groups. Opposes all efforts in U. S. Congress to 
repeal Tydings-Miller Law; proposed federal statute s 
of limitations for freight bill auditing; cut price.pre- ; 
mium offers of known brands, and various Congres- 
sional proposals for special aid and loan arrangements 
for consumer cooperatives. By two to one vote declines 
to again approve Patman Chain Store Tax Law and 
instead passes resolution calling for association study 
of chain store operations. Horace P. Aikman succeeds 
Veach C. Redd as president and George W. Green is 
vice-president. Four new directors chosen. Convention 
discussions include fair-trade laws, premiums, diver- 
sion of retail trade, sales-building in small towns and 
large cities, economic outlook, consumer cooperatives 
and “Trade Independent Campaign”. Large attendance 
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The Netherland-Plaza Hotel in and outstanding entertainment program. 
Cincinnati, Ohio, headquarters 
for the N.R.H.A. convention. 
if NHE fortieth annual Con- dents, all speakers were from out- groups and suggestions for asso- 
gress of the National Retail side the retail hardware business. ciation procedure on fair trade 
Hardware Association was They were recruited largely from and other matters of common in- 
held at the Netherland-Plaza Ho- other trade association bodies. terest. These speakers came from 
tel, Cincinnati, Ohio, from July and brought to the Cincinnati the furniture, drug and grocery 
17 to 20, 1939, with attendance hardware congress data on the fields. 
of more than 700 including dele- progress made by their industry A problem common and appar- 
gates, their families and visiting ently serious in all retail fields, is f 
wholesalers and manufacturers. the diversion of retail business : 
The Ohio Hardware Association. due to clubs, industrial welfare & 
bodies and others who make it i 


host to the national group, ac- 
counted for more than 300 regis- 
trations and made hardware 
folks from other parts of the 
country decidedly happy with the 
entertainment program provided. 
Ohio’s contribution was an out- 
standing job which will long be 
remembered by those who went 
to the Cincinnati meeting. 

With the exception of W. C. 
Judson, Big Rapids. Mich., and 
Frank H. Spink, Kansas City, Mo., 


the retiring and incoming presi- 
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Jimmy and Jean Nieman, 


two Nebraska kickers. 


possible for consumers to pur- 
chase a wide variety of merchan- 
dise in retail quantities at whole- 
sale prices. 
under discussion in several ses- 


This problem came 


sions as a most pressing subject 
and was the inspiration for the 
following resolution: 

“The American business sys- 
tem has been built upon an 
orderly process of manufactur- 
ing and distribution. In recent 
years certain practices have 
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grown which tend to disrupt 
the normal flow of business 
through legitimate distributive 
channels. These practices, if 
not corrected, will eventually 
plunge the whole system into a 
chaotic condition and react to 
the detriment of both manufac- 
turers and distributors. 

“Chief among the threats to 
the function of distribution, is 
the growing tendency toward 
creating a privileged class of 
consumers who gain a tempo- 
rary advantage in their buying 
at the expense of the entire 
business system. This class em- 
braces consumers who are able. 
through their employer, to buy 
direct from manufacturers and 
distributors at a _ substantial 
discount; those who * impose 
upon friends and business con- 
tracts, and demand discounts 
on what ought to be _ retail 


Ld 
‘ 
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Cincinnati, the “Queen City,” viewed from the Kentucky shore. 





Cincinnati Union Station, said to be the finest of its kind in the world. 


sales, and those who abuse 
their employee discount. 

“There is no function in the 
American business ec ono my 
which is not affected in some 
particular by the economic 
well-being of the Nation’s dis- 
tributive system. Production. 
transportation, banking, — stor- 
age and insurance will prosper 
in direct proportion to the 
strength, virility and prosper- 
ity of the distributive branch 
of industry. 

“The first step in any correc- 
tive program is to direct all 
consumer sales through legiti- 
mate retail trade channels. 
There is no justification for the 
preferential treatment of any 
class of consumers, and_ the 





abandonment’ of methods of 
buying and selling which elim- 
inate the retailer, is recom- 
mended as a necessary step in 
promoting national economic 
progress.” 

Other major resolutions ap- 
proved a proposed amendment to 
the Federal Firearms Law which 
would relieve retailers from un- 
necessary regulation and _ book- 
keeping incident to the sale of 
shotgun shells and an amendment 
to the Social Security Law which 
would lessen the strain on retail- 
ers. Manufacturers and_ whole- 
salers were urged to supply deal- 
ers with containing 
sales helps and consumer selling 
facts. 

Opposition was expressed 


catalogs 





(Courtesy of Longley) 


First named Fort Washington, it was later 


given its present name in honor of the Society of the Cincinnati which was composed of officers of the Revolu- 
tion. Cincinnati was the home of the first professional baseball club in the country and had the first bath tub 
and the first fire engine in the United States. 
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Retiring President Veach C. Redd 
congratulates Horace P. Aikman, 
the new president. 


against all attempts at Congres- 
sional repeal of the Tydings- 
Miller Law; against a proposed 
Federal statute of limitations re- 
vision which would reduce freight 
audit recovery rights from three 
years to six months, and against 
the use of nationally known hard- 
ware items as premiums and the 
suggestion that such special con- 
siderations might very easily rep- 
resent a violation of the Robin- 
son-Patman Law and, if so, due 
complaints should be registered 
with the Federal Trade Commis- 
sion against all offenders. The 
convention also voted against 
various Congressional efforts to 
provide special aid and loan priv- 
ileges for consumer cooperative 
organizations, specifically protest- 
ing the Norris Bill (S. 2605). 
The Congress refused to again 
support the Patman Chain Store 
Tax Bill despite a valiant effort 
by the Minnesota association. It 
was the Minnesota group which 
succeeded in having N.R.H.A. ap- 
proval for the Patman measure 
at the French Lick Congress in 
1938. At Cincinnati, delegates. 
by a vote of two to one, rejected 
the proposal of the Minnesota 
association. In its place a mea- 
sure was enacted which called for 
a study by the association of the 
chain vs. independent retailer sit- 
uation. This reads as follows: 


“We hereby resolve that real- 
izing the importance of our 
chain store competition and 
the many problems raised by 
any attempt to place it on a 
fair competitive basis with the 
independent hardware store we 
suggest a thorough and com- 
plete study be made of chain 
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store operation as compared 
with independent store opera- 
tion with a view toward find- 
ing a method of control. 

“We also resolve that a com- 
mittee of five of the Board of 
Governors representing the 
West, Middle West, East, and 
South and to include Mr. Peter- 
son be appointed to consider 
the result of this study and to 
meet with counsel of the Asso- 
ciation or some other person 
informed in legislative matters 
to decide the best course to 
pursue. 

“We hereby further resolve 
that inasmuch as _ legislation 
concerning the chain stores is 
now pending immediate action 
be taken on this matter.” 


Other Resolutions 


With the exception of the reso- 
lution dealing with the Patman 
Chain Store Tax Bill, resolutions 
were passed without any discus- 
sion. On the Patman measure, a 
spirited debate took place. State 
Senator George Herreid, Deer 
River, Minn., presented the Min- 
nesota resolution which was a 


On the pages immediately 
following are the major ad- 
dresses of the Cincinnati 
N.R.H.A. Congress, practi- 
cally in full, with the excep- 
tion of the talk by Attorney 
John J. Wicker, Jr., which 
will appear in the next issue 
of HARDWARE AGE, dated 
August 24, 1939. 





whole-hearted endorsement of the 
proposed Patman Law. He op- 
posed the “study” resolution pre- 
viously mentioned. 
Managing-director J. C. Chris- 
topher, of the Minnesota associa- 
tion, supported Mr. Herreid with 
a detailed account of retailer 
problems, particularly the prob- 
lems of meeting chain store com- 
petition. He urged that the Pat- 
man Bill be supported on the 
basis that the association should. 
in his judgment, support the 
needs of the many small volume 
stores that constitute the mem- 
bership. As an example, he gave 
an estimate of his own group, 
the largest single constituent as- 
sociation of the N.R.H.A., having 
1085 members, only half of whom 
(Continued on page 100) 





OFFICERS 
of the 


NATIONAL RETAIL HARDWARE ASS‘N 
Elected at Cincinnati, Ohio, July 20, 1939 


President 
Horace P. Aikman, Cazenovia, N. Y. 


Vice-President 
George W. Green, Long Beach, Calif. 


Managing Director 


Rivers Peterson, Indianapolis, Ind 


Directors 
D. E. Billman, Minneapolis, Minn 
*Earl Dean, York, Nebr. 
A. E. Herrnstein, Chillicothe, Ohio 
*Lewis Hill, Postville, lowa 
*W. C. Judson, Big Rapids, Mich. 
Harry D. Kaiser, Philadelphia, Pa. 
Thomas K. Ruff, Columbia, S. C. 
Theodore Suennen, Hudson, Wisc 
*Chester Young, Fairview, Okla. 


Advisory Board 


Hugh C. Ross, Jackson, Tenn 
C. G. Gilbert, Chicago, Ill. 
Veach C. Redd, Cynthiana, Ky 


* Denotes new director. 
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The new president and his family. Left to right: Walter M. 
Aikman, Mrs. Aikman, Horace P. Aikman and William O. Aikman. 


HORACE P. AIKMAN 
Is New President of N.R.H. A. 


ORACE P. AIKMAN, 
H “The Hardware Man,” 
stepped forth on July 20, 
1939, to receive the presidency of 
The National Retail Hardware 
Association at its 40th annual con- 
gress at Cincinnati, Ohio, July 17- 
21, 1939. 

Though young, a man of 46, 
Horace Aikman brings to his new 
office many years of solid training 
and experience in hardware affairs 
both local and national. Rox- 
bury, N. Y., was his birthplace and 
the date, Oct. 3, 1892. But it was 
in Cazenovia, N. Y., where he 
grew up, received his education 
and his hardware training. 

He was six years old when his 
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father moved to Cazenovia. Public 
school was followed by four years 
at the Cazenovia Seminary. But 
school was not all book learning, 
for Horace was introduced to the 
hardware business by way of his 
father’s store in which he worked 
after school hours. He was then 
14 years old and perhaps unbe- 
known to himself had already em- 
barked upon his career. Six years 
later in 1912 he left his academic 
studies to carve a niche for him- 
self in the retail hardware field. 
The pride of business partner- 
ship came to him when, in 1917, 
his father’s business became W. O. 
Aikman and Son—the son being, 
of course, N.R.H.A’s. new presi- 


dent. Full ownership followed in 
1920 when Horace purchased his 
father’s interest in the business 
and continued it under his own 
name. Perhaps the name he chose 
for it contained a prophesy? It 
was “H. P. Aikman, The Hard- 
ware Man.” 

At that time the building which 
the store now occupies was also 
purchased. The business grew 
with each succeeding year until 
today it occupies practically all of 
the three-story, 67-by-50-ft. build- 
ing. A two-story warehouse at the 
rear is 110 ft. long and 35 ft. wide. 
In the front part of the building, 
on the second and third floors, 
there are four offices and living 
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The exterior of Mr. Aikman’s store in Cazenovia, N. Y. 


quarters, but the three floors in 
the rear of the building are devoted 
entirely to the hardware business. 
The store stocks a complete line of 
heavy and light hardware, house- 
furnishings, gifts, and all the nec- 
essary merchandise to service a 
large rural area. 

Behind Horace Aikman there is 
a wealth of hardware background. 
His father, William O. Aikman, en- 
tered the employ of Sargent & Co., 
at Beekman St., New York City, as 
an errand boy in 1867. There he 
worked up, step by step, for 11 
years, finally reaching the position 
of assistant buyer. Then he en- 
tered business for himself and 
opened a hardware store at Rox- 
bury, N. Y. During the next 17 
years tinning and plumbing de- 
partments were added to the Rox- 
bury store. In 1889 the store was 
sold and a larger business estab- 
lishment opened at Cazenovia. His 


training in the old school of hard- 
ware men with Sargent & Co. gave 
him the foundation for the re- 
markable knowledge of hardware 
that the experience of his long 
years in the hardware business 
brought him. Until November, 
1919, when ill health overtook 
him, Mr. Aikman, senior, was con- 
linually in the hardware business. 

A twin brother, Silas W. Aik- 
man, can also boast of as many 
years in the hardware trade. He 
started his career with Horace and 
is now a traveling representative 
for Barker, Rose & Kimball, Inc., 
Elmira, N. Y. 

These factors have combined 
not only to make Horace Aikman 
a successful merchant but also to 
make him an influence in hard- 
ware affairs outside his own local 
community. He is a_past-presi- 
dent of the New York State Retail 


Hardware Association, an office 


which came to him at that organi- 
zation’s 1924 convention in New 
York City. He followed the late 
R. J. Atkinson in that post and 
also succeeded him on the board 
of the N.R.H.A. He was elected 
to the board of governors in 1932 
at West Baden Springs, Ind., con- 
gress. 

He has been a prominent figure 
at hardware conventions since 
1918. He is a member of the 
Central New York Retail Hard- 
ware Association, the Mohawk 
Valley Hardware Association and 
also of the affiliated stores com- 
posed of H. P. Aikman, Doyle 
Hardware Co., Utica. N. Y.: Stew- 
art & Bergen Co., Fort Plain, N. Y., 
and the Buchanan Hardware Co., 
Richfield Springs, N. Y. 

One is inclined to wonder how 
much more active one man can be. 
But we find him taking a part 
in his community’s affairs and one 
of its leading citizens. He was the 
first commander of the American 
Legion Post No. 88 of Cazenovia, 
having served in the Navy during 
the World War; a former secre- 
tary and treasurer of the New 
York State Rural School Board. 
In 1932-1933, he was a member of 
the board of the governors of the 
New York State School Boards 
Association. He still takes an 
interest in educational work and is 
a frequent speaker at educational 
gatherings for the benefit of rural 
education. 

A former president of the Caze- 
novia Central School Board, he 
was its chief at the time of issuing 
bonds and carrying out the pro- 

(Continued on page 95) 





The complete modern kitchen idea is stressed by the display at the left. 
Neat, orderly, displays as on the right, make the ladies feel right at home 
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Today’s Opportunities 





Veach C. Redd, Cynthiana, Ky., in his address as president of the National 
Retail Hardware Association, Tuesday morning, foresees greatly increased 
opportunities for the retail hardware merchant who measures up to his part 
of the job in developing more economical distribution of hardware and al- 
lied products. Declares progress and modern living conditions have greatly 
increased the variety and extent of consumer needs which can be fulfilled 


by hardware trade. 





ties of the day which 

seems to suggest itself to 
me this morning is the oppor- 
tunity that you as delegates 
have in this Congress to become 
better acquainted with some of 
the serious problems that con- 
front our industry today. 

You will discover that all of 
the subjects are timely, and if 
you sit through the sessions of 
this Congress until its close, 
you will not only have a better 
picture of business conditions 
as they exist today, but you will 
go home a better business man, 
and better equipped to solve 
some of the problems that con- 
front you in your own business. 

You will be able to get con- 
structive ideas that can be put 
into practice in your own busi- 
ness, that will not only help 
your business, but that will 
raise the standard of retailing 
in your community. 

In the next place, it seems to 
me that here in this Congress 
this week is a splendid oppor- 
tunity for you to become more 
association-minded and _ better 
acquainted with your own or- 


Or of the first opportuni- 
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Managing Director, NRHA, intro- 
ducing state delegations 


AUGUST 10, 1939 


ganization. In the Officers’ 
Council yesterday, I tried to 
point out that the most of the 
problems we have in organiza- 
tion work are directly traceable 
to our own selves as officers 
and heads of our organization. 
We are lamenting the fact in 
both state and national con- 
ventions that the dealers who 
need association help and ser- 
vice the very worst, are never 
present in the meetings. 

I think today, as I have al- 
ways thought, that we as an or- 
ganization have something that 
every hardware store in this 
country needs. Some stores may 
not need all of the service and 
help that we can render, but at 
least, all of them need some of 
them, and the very fact that a 
great many of us as members, 
officers and directors, do not 
avail ourselves of these ser- 
vices, and put them into prac- 
tice in the conduct of our own 
business, is in itself not condu- 
cive to get other members or 
non-members to join our organ- 
ization, or to make use of them. 
Hardware dealers all over the 
country, regardless of whether 
they are members or non-mem- 
bers, have a right to expect 
association officers to be mod- 
ern, aggressive, successful mer- 
chants. 


Community Uplift 


If your business is successful 
you cannot help contributing 
something to the uplift and bet- 
terment of the community in 
which you live. This is only a 
natural result of any success- 
ful business. You will employ 
people, and as they become more 
efficient and as their salaries 
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are increased, their standard of 
living will not only be raised, 
but they in turn will contribute 


something to the other busi- 


ness in the community. 

I was born and reared in a 
log house on the bank of the 
creek. My mother did the cook- 
ing fof the family and the hired 
hands on the farm, on a little 
four-cap, box cook stove that 
must have cost at least $15.00 
when it was bought. The laun- 
dry equipment for the house- 
hold had its place at the side of 
the south kitchen door and con- 
sisted of a wooden bench, a gal- 
vanized tub and a washboard. 
The ironing was done with com- 
mon sad irons which were heated 
on the box stove. 

I want you to contrast that 
picture with what you can find 
in the average home today, or 
even in that home—because 
that old log house still stands. 

It has, however, been remod- 
eled and modernized. A high 
line runs by the door, and the 
lady of that house today can 
turn a switch and flood the 
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OHIO FIFTY YEAR CLUB.—Left to right: J. H. Streitman, Cincinnati; P. L. 
Snyder, Blanchester; T. J. Dwyer, London; A. R. Chandler, Sylvania; Frank 
Koehler, Reading; George M. Gray, Coshocton, and John C. Fuhr, Miamisburg 
All but Messrs. Gray and Koehler have already become members of the 
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home with light. She can turn 
a knob and the orchestras of 
the world come in for the eve- 
ning meal. The old box cook 
stove has been replaced by a 
modern enameled range. The 
laundry equipment is up-to- 
date, and probably cost more 
than the entire furnishings in 
that home when I was a boy. 

There was not much oppor- 
tunity for sales to that house- 
hold when I was a boy. Most of 
the things we ate and used were 
produced on the farm, and the 
other things we had to have 
were bought with excess prod- 
ucts from the farm. 

Most of things that go to 
make up the modern kitchen 
today are handled by hardware 
stores, and if the hardware 
stores did not get the business 
they must have overlooked an 
opportunity, because the oppor- 
tunity was there. 


28 Years Ago 


It has only been twenty-eight 
years since in a general hard- 
ware store I sold a young mar- 
ried couple a complete house- 
keeping outfit for the enormous 
sum of $165.00. This was loaded 
on a two-horse wagon and de- 
livered fifteen miles into the 
country. That outfit consisted 
of a stove for the kitchen, a 
kitchen cabinet, the cooking 
utensils; furniture for the liv- 
ing room, for a bedroom, and 
an extra bed for another room 
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They will both become members 


—two rugs and a linoleum for 
the kitchen floor. 

I want you to picture that 
sale today and contrast it with 
the average sale made to mod- 
ern newlyweds. 

Don’t talk to me about the 
lack of opportunity for in- 
creased sales when a great 
many hardware dealers are sell- 
ing furniture in addition to 
their hardware lines, and most 
of you know that the average 
couple spends more for a re- 
frigerator than the sum I men- 
tioned a little while ago. 

In the next place, we are hav- 
ing a lot of discussion these 
days about the builders’ hard- 
ware business having gone to 
the lumber yards. I’ll admit 
that in a great many of our 
towns and cities, this business 
has gone to the lumber dealer, 
yet in my travels around the 
country, I still find some deal- 
ers who are still selling build- 
ers’ hardware and doing a good 
job at it. 

And now I am wondering why 
the lumber yards are selling 
builders’ hardware. If the op- 
portunity was not there for the 
hardware dealer, why did the 
lumber dealer get the business? 

A few days ago I had a very 
interesting visit in my store 
with a hardware dealer from 
Tennessee. He told me when he 
came in that he had come to get 
some ideas and some advice. He 
paid me a very high compli- 
ment, and I always prick up my 


ears when I have a visitor like 
that, and, as is usually the case, 
I got more from him than he 
was able to get from me. 

During the course of our con- 
versation we drifted around to 
the subject of paint. I got in- 
terested right away because the 
paint business is one of my hob- 
bies. He told me that his vol- 
ume of paint sales in his town 
of 5000 was running around 
$12,000 a year. 

Most of the paint manufac- 
turers in this country figure 
that if they can get a per capita 
business of $1.00 in a town they 
are satisfied, and most of them 
don’t get it. This friend of mine 
saw an opportunity and took ad- 
vantage of it. 


High Paint Volume 


I know some other towns of 
5000 where the annual volume 
in paint has gone as high as 
$20,000 because the dealer saw 
an opportunity and took advan- 
tage of it in spite of the fact 
that a great many dealers in- 
sist still that the paint business 
has all gone to the lumber 
yards, the mail order houses 
and the specialty paint stores. 

Thirty-five years ago I rarely 
ever saw a can of paint. When 
any of it was used in our sec- 
tion it was an occasion for 
neighborhood gossip. The house 
where I was born did not need 
paint, and many of the houses 
that went up in those days were 
either primed with yellow ochre 
and left to stand, or got a coat 
of whitewash when the spring 
cleaning season came. 

Look at the opportunities for 
paint sales today. Drive out on 
any of the roads from your town 
and see whether or not the folks 
out there are proud of the 
places they live in. Look at the 
opportunities for the sale of in- 
side finishes, to say nothing of 
the sales opportunities in the 
Paint Up and Clean Up Cam- 
paign which is now an institu- 
tion in this country. 

Several years ago in a session 
of our Kentucky convention, I 
turned prophet and made the 
prediction at the time of the be- 
ginning of the Master Farmer 
movement, that in a few years 
some of the homes of the farm- 
ers would make the city dwell- 
ers turn green with envy. I have 
lived long enough to see that 
prophecy come true. 

At the same time I made the 
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prediction that electric lines 
would soon be running out to 
farm homes. That started in 
some communities before our 
present REA program got under 
way. Think of the opportuni- 
ties for increased sales today 
since the REA program has 
started. Think of the extra busi- 
ness on an electrified farm 
and then answer two questions 
for me. 

What other kind of store is 
better equipped to sell this class 
of equipment than a hardware 
store? 

In what other kind of store 
will you find more courteous, 
competent and better trained 
salesmen than in the average 
hardware store that does han- 
dle this class of merchandise? 


More Economical Distribution 


One of the finest opportuni- 
ties existing today, it seems to 
me, is that you and I have an 
opportunity to have a part in 
making a more economical] sys- 
tem of distribution. 

We all know that it is a fact 
that the intensity of competi- 
tion increases in the face of 
mass production and mass sell- 
ing. Sometimes I wonder if the 
competition thus created is as 
serious as we would like to 
have ourselves believe it is, or 
whether competition within our 
own selves is not sometimes a 
more serious factor. 

If we as hardware retailers 
are to meet the challenge of 
times we must take advantage 
of each and every opportunity 
within our own businesses to 
step up distribution and make it 
more economical, by eliminat- 
ing waste motions and ineffi- 
ciency. 

There must be a constant 
watchfulness of expenses and a 
constant tendency toward the 
elimination of unnecessary ser- 
vices that are expensive, if we 
are to be competitive. 

There is more to be done in 
the field of training sales peo- 
ple and guiding them to the 
point where they will be more 
productive in sales efficiency. 


Means must be found to get 
goods to the consumer more 
quickly; there must be a con- 
stant study of merchandise 
trends; there must be more im- 
provement in store layout, and 
advertising must be more effec- 
tive and more productive of 
sales. 

We must not lose sight of the 
basic fundamental question that 
should always to be in the mind 
of every distributor—‘Where 
can I find new products to sell, 
and where can I find new cus- 
tomers to buy them?” 

Business of all kinds is today, 
and will be in the years to come, 
a game of the survival of the 
fittest. The successful business 
man will not hazard a guess as 
to what his customers want, 
either in merchandise or ser- 
vice. He will know what they 
want, and will have it for them 
when they want it. 

All this means that your busi- 
ness may become a waiting op- 
portunity, no matter what your 
age may be—if you take advan- 
tage of your opportunity and 
want it to be. 


Pride in Accomplishment 


All this leads me to the next 
thought—There is an opportu- 
nity for you to fall in love with 
your job, to lose yourself in 
the fascination of making your 
business what you would like it 
to be—a service institution in 
the community. 

For lack of a better title, | 
think I would like to call it 
“pride of accomplishment.” 

Pride, in itself, is one of the 
greatest incentives in the exe- 
cution of remarkable things. It 
injects into a man’s spirit the 
desire to continually excel pre- 
vious standards. 

Pride has the effect of con- 
tinually challenging a man’s 
very best thought and effort; 
inspires him with the desire to 
win at any cost, and make him 
refuse to be content with any- 
thing less than the top limit of 
his capabilities. 

I'll admit that “all work and 

(Continued on page 109) 


Photos at the right > 


1—-L. H. Dunton, Arcadia, Kan., president, Western Retail Implement and 


Hardware Assn. and Mrs. Dunton. 


2—John P. Dunphy. The Yale & Towne 


Mig. Co. 3—H. Oppenheim, W. C. Heller & Co. and Hu Meier, secre- 
tary, New England Assn. 4—Paul Mulliken, Simmons Hardware Co. and 


George J. Boesch, Von Hoffman Press 
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Economic ‘[rends ‘Today 





Dr. H. G. Moulton, president, The Brookings Institution, Washington, D. C.., 
at Tuesday morning session, says securities markets fluctuation closely 
parallels political news from Europe and that international uncertainties 


are of current dominant importance. 


Strictly domestic factors make more 


hopeful immediate outlook for forward movement during balance of the year. 
Improved business earnings despite comparatively low scale of industrial 
operations distinctly reassuring. Ultimate consumers’ demand relatively 
strong and general industrial production index has risen since spring. 








DR. H. G. MOULTON 


HE general business situa- 

tion now, as at all times, is 

affected on the one hand by 
international conditions and, on 
the other, by domestic political 
and economic policies. Uncer- 
tainty over the international 
political situation is, at the mo- 
ment, perhaps of dominant im- 
portance so far as the senti- 
ment of the financial markets is 
concerned. It has become abun- 
dantly clear that the fluctua- 
tions in the securities markets 
closely parallel the _ political 
news from Europe. When the 
betting is 50-50 that there will 
not be war, the market appears 
to be reasonably calm; when the 
hunch is 60-40 in favor of war 
we have a decline, and when a 
dangerous week-end is passed 
without disaster we get quick 
recovery. No one—and perhaps 
least of all an economist—can 
know the answer as to whether 
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there will be war. All we can 
say is that market uncertainty 
is likely to prevail over the sum- 
mer and until the issue of war 
is settled with reasonable def- 
initeness. 

When one examines the fac- 
tors of a purely domestic char- 
acter the immediate outlook ap- 
pears somewhat more hopeful. 
The power of the financial mar- 
kets to resist a persistent de- 
cline and the quickness with 
which the market rallies when- 
ever international news appears 
moderately reassuring afford 
ample evidence of the belief 
that on balance the domestic 
factors are favorable to a for- 
ward movement during at least 
the balance of the year. 


Chief Factors 


This underlying confidence is 
a reflection of several factors, 
the chief of which are as fol- 
lows: 

First, the business earnings 
have been better than had been 
anticipated. In view of the fact 
that the scale of operations is 
still comparatively low in most 
lines of industry, the situation 
with respect to profits appears 
distinctly reassuring. Given 
even a moderate expansion in 
the volume of business, it would 
seem that the rate of return 
would be reasonably satisfac- 
tory in many, if not most, lines 
of industry. It is obvious that 
increasing efficiency in opera- 
tion has gone far toward offset- 
ting the advances in wage rates 
which occurred in 1936 and 
1937. 

Second, the general index of 





industrial production has risen 
since the early spring. In April 
and May the Federal Reserve 
index stood at 92, while accord- 
ing to a preliminary statement 
it will be several points higher 
in June. July and August are 
normal low-ebb months in man- 
ufacturing, but, judging from 
recent trends, both the late sum- 
mer and the autumn may well 
show an appreciable advance in 
industrial output. The iron and 
steel outlook is favorable, and 
it is significant that railway 
traffic is expanding. 


Demand of 
Ultimate Consumers 


Third, the demand from ulti- 
mate consumers has been rela- 
tively strong and bids fair to 
continue so. The total disburse- 
ments to ultimate consumers— 


GEORGE M. GRAY 
Coshocton, Ohio 
presenting the Ohio 50 Year Club 
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from private industry and gov- 


' ernment combined—are at a rel- 


atively high level. Both urban 
and farm income is well above 
last year, while the cost of liv- 
ing is a shade lower. The retail 
trade demand has been well sus- 
tained, and the sales of the 
leading mail order stores have 
been at record levels. The 
inventory situation, generally 
speaking, is considerably im- 
proved as compared with a year 
ago, though some lines such as 
coppers and oils are still con- 
fronted with excesses. 

In short, there is nothing on 
the horizon—apart from the 
war possibility—to indicate any 
early reaction in the domestic 
situation. On the contrary, the 
intensified spending program of 
the government, together with 
ordinary replacement demands 
in private industry, would seem 
clearly to indicate an expansion 
in the ensuing months. How 
long such an expansion will last 
is, of course, another matter, as 
is also the question whether the 
new recovery movement is 
soundly based. 


Far From Solution 


The truth is that we are as 
far from a solution of basic eco- 
nomic problems as ever. We are 
still relying on government out- 
lavs to stimulate expansion, 

pe 





GEORGE W. GREEN 


Long Beach, Calif., newly elected 
NRHA vice-president 


still piling up budget deficits, 
and thereby increasing the tax 
burdens of tomorrow. Indeed 
there has recently been a re- 
newed emphasis upon govern- 
ment financing of enterprise as 
the only way out of economic 
difficulties. 
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1—KENTUCKY ASSN.—K. O. Coyce, Hopkinsville; Charles Zimmer, Jr 
Covington; Karl H. Young, Louisville; Secretary J. M. Stone, Louisville, and 
C. C. Hulett, Williamston. 2—IOWA ASSN.—W. A. Broquist, Des Moines; J. T 
Humpel, Guttenberg; Harry Jacobs, Davenport; President A. C. Hansen 
Holstein; Harry L. Summitt, Macedonia; C. E. Pedrick, Douds, and J. A 
Van Ness, Mason City. 3—Max Washburn, Shelby, N. C., and A. R. Craig 
Charlotte, N. C., president and secretary, respectively, Hardware Associa- 
tion of the Carolinas; Hal P. Duvall, Jr, Cheraw, N. C.; C. B. Gladden 
Charlotte, N. C. 4—Luther Stein, The Belknap Hardware & Mfg. Co.; Chas 
J. Heale, editor, HARDWARE AGE; Fred A. Hall, and C. C. McGuire, The 
Belknap Hardware & Mfg. Co. (See editor's note below). 5S—NEBRASKA 
ASSN.—Earl Dean, York, president and newly-elected NRHA director; C 
R. Zulauf, Superior; Carl Kollmeyer, Fremont; M. O. Trester, Lincoln 
Henry Spalding, Chardan and Ed. Hermanson, secretary, holding roses 
awarded them for winning Membership award. Editor's Note:—For picture 
No. 4 Mr. Stein contributes the following comment: “Fred Hall ate corn 
beef and cabbage. Mac McGuire ate two full breakfasts, Charlie Heale 
ate salad and I ate more than the three of them. Look at us and tell me 
what difference it makes.’ 
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Diversion of Retail Sales 





William J. Cheyney, New York City furniture merchant, arid eastern vice- 
president, National Retail Furniture Association, Wednesday afternoon 
session, urges participation in the American Retail Federation or similar 
body that all retail groups may collectively fight the diversion of retail 
business which represents a loss of $1,500,000,000 per year. Presents plan to 


offset this enormous retail sales loss. 


appreciate extent of this problem. 


Questions that retailers generally 











WILLIAM J. CHEYNEY 


HEN you ask me to talk 

to you about the diversion 

of business from the re- 
tail trades you make it very dif- 
ficult for me to bring you any 
particularly new message. How- 
ever, it is my personal suspicion 
that half of your members are 
not yet awake to this problem. 
If it is not solved it may indeed 
permit them to sleep on indefi- 
nitely as far as their business 
careers are concerned. I know 
this is true in the furniture trade 
where right today we are finding 
it more simple and easier to con- 
vince large industry, production, 
transportation, banking and in- 
surance as to the seriousness of 
this disintegration of distribu- 
tion than it is to arouse the 
righteous indignation of retail 
merchants. Is it possible gentle- 
men that you, as I, suspect that 
there are thousands of retailers 
who, by virtue of inadequate 
gray matter, hardly realize that 
as retailers they are a part of an 
economic system at all? Is it 
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possible that because retailing is 
so easy to enter these Toms, 
Dicks and Harrys may forever 
lack the wisdom to recognize 
their responsibilities and _ to 
analyze the reasons for their 
empty pocketbooks? 

It is certainly not necessary 
for me to stand here and tell you 
that my next door neighbor 
bought a '% horse power electric 
motor through an acquaintance 
who works for a firm manufac- 
turing disinfectant to kill flies. 
Ingredients in the disinfectant 
were purchased from a jobber 
who had to sell the “courtesy” 
motor to be sure to sell the 
chemicals. But my _ neighbor 
also knew that I wanted 100 feet 
of % inch galvanized link chain 
so the disinfectant company got 
me the chain through its regular 
facilities. I presume they use 
the chain in some way to hold 
the flies while disinfecting them. 
In this case my neighbor merely 
knew I was about to buy %% inch 
chain. I had not asked for the 
chain, nor the help, nor the ser- 
vice, nor the favor. I did pay 
for it and the cost was about 40 
per cent under the price in your 
stores. 

I have asked approximately a 
dozen of my neighbors at this 
summer’ resort where they 
bought the beautiful electric fix- 
tures for their lodges. So far I 
have found none who did not 
purchase at from 30 per cent to 
70 per cent off somebody’s list. 
Of course in purchasing my own 
I shopped around and after find- 
ing four different lists, all pub- 
lished by the same manufacturer, 
with radically different prices 
for the same merchandise, I be- 
came disgusted and bought from 
a retailer and am confident that 





my neighbors also bought from 
retailers, although they do not 
know it. 

The fact is that a great cross- 
section of the American public, 
particularly among those who 
can afford to pay, has long since 
recognized that if one is willing 
to go to a little trouble the retail 
store can be profitably avoided. 
I have no purpose here to at- 
tempt to list the many other 
forms of trade diversion and 
leakage. It is sufficient to say 
that this growing menace 
spreads from the type which | 
have illustrated to the place 
where, in order to make a sale in 
bulk, countless thousands of man- 
ufacturers and jobbers are 
forced daily to make side bar- 
gains by which they supply petty 
quantities of consumers’ goods to 
individuals, before the major 





HORACE P. AIKMAN 


Cazenovia, N. Y., newly elected 
president of the NRHA, formally 
accepting his new office 
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-contract is signed on the dotted 


line. 

Regardless of where the leak- 
age occurs, or upon what lines 
of merchandise it concentrates, 
it has become the major problem 
of American business today and 
accounts as truly for red ink as 
the position of the business cycle 
itself. Only after one has studied 
the breadth and scope of public 
acceptance of “special privilege,” 
back alley buying, can the true 
implications of the situation be 
digested. 

So-called special privilege buy- 
ing is having a part to play in 
the decentralization of American 
cities and the ultimate weaken- 
ing of the retail structure from 
coast to coast. Weaken this struc- 
ture and we have weakened real 
estate values, transportation in- 
vestments, banking, and all the 
other factors of the economic 
system. This is actually happen- 
ing while business still smiles to 
hear it, as if to a fairy tale. 








It is no new axiom that the 
20th Century of mass production 
must be tremendously dependent 
upon an equally efficient, virile 
and strong system of distribu- 
tion, nor is it incorrect to assume 
that if we weaken the system of 
distribution all mechanical and 
scientific advancement and pro- 
duction put together will not give 
jobs to America’s millions and 
maintain this nation in a pros- 
perous condition. The brains of 
national advertising admit that 
advertising is an adjunct to and 
not a substitute for a strong sys- 
tem of distribution, big enough 
and able to cope with the latent 
but unidentified demand on the 
one hand, and mass production 
and ability to supply on the 
other. 


Huge Retail Loss 


Great as it is, this billion and 
a half dollar loss to retailing, 
which includes a one hundred 
and fifty million dollar loss of 


gross business to my trade, and 
an unknown amount to yours, 
has none of the characteristics 
which mark it as a substitute for 
the established retail system of 
today. If there is an adequate 
substitute for retailing, the com- 
petitive field is wide open. Let 
it step forward and prove itself! 
But semi-secretive, so-called spe- 
cial privilege buying creates no 
markets. 

In Senate Bill No. 2605, June 
13, 1939, Senator George Norris 
of Nebraska suggests that the 
credit facilities which-the Gov- 
ernment has allowed to farm co- 
operatives be extended to other 
cooperatives, including those in 
general retailing, provided that 
50 per cent of the members are 
engaged in agricultural pursuits. 
Here once again is occasion to 
notice’ that important thinking 
men, high in the esteem of all 
Americans, have fallen for the 
enticement in the thought that 
the cost of retail distribution is 














1—NEW YORK ASSN.—Vice-presidents, Harold Close, Middletown, and Hayden Canfield, Leroy; Director, Sidney 
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MINNESOTA ASSN.—Front row, left to right! NRHA Director Dan Billman, 
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left to right: Sam E. Hunt, Red Lake Falls; Fred McMullen, Hardware Mutual 
Insurance Co.; F. E. Breher, Wadena; C. A. Peick, Slayton; Ebert Johnson, 
St. Cloud; Pete Luedtke, Fairmont, and R. M. Stevenson, Minneapolis 








being jacked up by a combina- 
tion of inefficiency and_ glut- 
tonous profit to the detriment of 
the people. How in the name of 
Heaven a cooperative can oper- 
ate in the hardware field, and 
undertake to offer the functions 
of distribution which you offer, 
and undersell you at the same 
time, is difficult, even impossible, 
to fathom. Obviously costs can 
be cut when functions are elimi- 
nated or stolen. Given the right 
to free and open competition, 
you hardware merchants, like 
our furniture merchants, will 
survive only until someone, be 
he independent or cooperative, 
can do a better job; this with- 
out government subsidy. 

Can we expect the public at 
large to study the economic effect 
of a crumbling retail system, to 
the point where the customer, in- 
dividually, will fight for its con- 
tinuance and _ prosperity? I 
doubt it. At first glance it seems 
a hopeless task to undertake to 
stop a tendency already so well 
entrenched. With 1800 firms in 
New York City; 1100 in Chi- 
cago; and 600 in Detroit already 
counted as having, in one way or 
another, established purchasing 
facilities to enable employees to 
purchase at supposedly less than 
normal prices, what in the world 
can my association, your associa- 
tion, or all the retail trade asso- 
ciations in the country combined, 
do to stem such a tide? With 
several corporations admitting 
that their employee purchase fig- 
ures run into millions each year. 
what can retailing do? 
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It is not our business to 
eulogize retailing to the entire 
American economic system. We 
will not claim that retailing is 
wide awake, efficient, able to cope 
with its problems and protect it- 
self. We know full well that 
there are countless merchants 
who do not deserve any place at 
all in the retail establishments 
of the country. But it is the 
business of those retailers who 
are awake to this growing men- 
ace, to work with the manufac- 
turers, railroad companies, bank- 
ers, insurance men and all others 
interested in the prosperity of 
the country to bring about con- 
ditions which, even though in- 
advertently saving the business 
lives of some who do not deserve 
it, will guarantee the continued 
forward march of American 
business as a whole. With this 
as our basic understanding, the 
hopelessness of the job becomes 
less ominous. 

Working hand in glove with 
production, transportation and 
finance, distribution should state 
its case in short, concise form. 
We have developed in the Na- 
tional Retail Furniture Associa- 
tion such an axiomatic state- 
ment: 

a. Retailing has no God- 
given right to exist. 

b. Retailing exists bv vir- 
tue of the continuous ability 
to meet, in open competition. 
any system of distribution 
which has yet been evolved. 

ce. Countrv - wide distribu- 
tion is based unon certain fun- 
damental services: 





. Available inventories 

. Display 

. Demonstration 

. Delivery 

. Servicing 

. Financing 

Two principles underlie 

the American economic system: 

1. The right of any per- 
son or group to enter 
into any lawful func- 
tional division of 
American enterprise, 
to operate therein for 
personal profit or sole- 
ly for the welfare of 
the community, or 
both, as he may see fit. 

2. Open competition of 
all individuals engaged 
in performing any one 
function, and the open 
competition of the 
functions themselves, 
for respective shares 
of economic success. 


So ae 


Time alone can determine 
whether or not any existing sys- 
tem of distribution can endure 
under the above-stated premises, 
and enjoy the full measure of 
consumer approval, i.e., whether 
in open competition for consumer 
acceptance any or all of the exist- 
ing channels of distrbiution, by 
increased efficiency, service, low 
cost and satisfaction, can dis- 
place any or all other types of 
distribution which have already 
been evolved or which may be 
evolved in the future. 

In the course of competition 
for this full measure of con- 
sumer approval, each system of 
distribution which may enter the 
field has the right to contest 
openly for a share of success; 
that as retailing’s endeavor must 
be openly known to both the pub- 
lice and to competition, all other 
competitors must likewise cloak 
themselves and their methods of 
doing business in a manner 
which will make clear their true 
functional performance. 

We are carrying out a care- 
fully developed plan. Its major 
objectives are: 


1. To awaken retailing to 
the truth and extent of its 
present loss. 

2. To prove that this trend 
unchanged may ultimately 
cripple retail distribution. 

3. To turn this trend and 
commerce the immediate dim- 
inution of trade loss oc- 
casioned by real or pseudo 
“special privilege” buying 
which can be _ identified as 
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voiding the American system 

of “open competition.” 

a. By educating business 
not to cater to such 
“special privilege” in 
its sales policy. 

b. By persuading employ- 
ers not to assume 
“special privilege’”’ sta- 
tus for their em- 
ployees. 

c. By making it unprofit- 
able to enter into any 
distributive business 
which profits are de- 
pendent upon misrep- 
resentation of func- 
tional status (‘‘Whole- 
sale,” etc.), discounts, 
etc. 

d. By education of con- 
sumers, educators, and 
students to the possi- 
bility of misrepresen- 
tation in enterprises 
purporting to void 
usual costs of distribu- 
tion. 


Our work has been carefully 
done, more slowly accomplished 
than many might desire, but 
what has been done has been well 
done; the groundwork is sound, 
both practically and legally. The 
furniture retailer has been ask- 
ing nothing which it is not his 
absolute right to require. Great 
newspaper chains and consumer 
and trade magazines have ad- 
mitted the justice of the cause 
and the pracficality and legality 
of the job undertaken. 

One hundred and thirty giant 
American corporations have, in 
the past few months, unequivo- 
cally removed themselves from 
any position in which they might 
influence the purchasing habits 
of their employees. They have 
refused to permit the company’s 
name to be used, or its facili- 
ties, or premises, by or for those 
who come offering semi-secret, 
special privilege, purchase 
schemes. They have stopped 
distributing so-called “courtesy” 
cards to workers. In the desk of 
the purchasing agent of one cor- 
poration there were approxi- 
mately 10,000 of these cards for 
distribution to any employee who 
might want any one of a hun- 
dred types of merchandise. That 
the employee would not save 
money in every such instance, or 
even on his average transaction 
is another very important story. 

Over 1.500.000 employees are 
today potentially the customers 
of retail stores who this time 
last vear were potentially the 
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customers of secretive and semi- 
secretive channels of distribu- 
tion. 

If by standing together we 
would damage the American pub- 
lic through higher prices, there 
would be some reason to look 
askance at the program which 
we would like to propose to you. 
But it is the American theory 
that in free and open competi- 
tion prices must assume the 
lowest levels commensurate with 
the job or function performed 
by the seller. The public is 
therefore adequately protected 
by us when we stand squarely 
for open competition and is, in 
fact and truth, damaged un- 
mercifully by the secretive type 
of competition against which we 
shall fight. 

Will you appoint a working 
Committee on Trade Relations, 
a committee authorized to nego- 


tiate with the national associa- 
tions representative of all retail- 
ing, in the consideration of a 
plan which my association is 
ready to submit? 

The National Retail Furniture 
Association believes that the 
American Retail Federation 
should become the active central 
organization to spread its wings 
over the efforts of all of us in 
this important matter. It is our 
belief that the protection of open 
markets and free competition for 
American merchants is more im- 
portant than any other problem 
yet undertaken by the Federa- 
tion. 

Meanwhile, pending the Fed- 
eration’s development of its fu- 
ture course, this program must 
goon. It is the intention of our 
board of directors to see that 
it does go on, vet we recognize 

(Continued on page 106) 














1—INDIANA ASSN.—Raymond Carter, Booneville; Karl Fenger, New Al- 
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Croswell. 3—Jack Blaser, Cleveland, Ohio, and a group of Ohio ladies 
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‘The Competition of 






Consumers’ Cooperatives 





Arthur B. Gunnarson, manager, Domestic Distribution Department, U. S. 
Chamber of Commerce, Washington, D. C., tells Tuesday afternoon ses- 
sion that despite reported progress Co-ops continue to enjoy only 1 to 1% 
per cent of total U.S.A. retail sales. Says mid-west farm belt has been most 
fertile field for Co-op development, but reports show margins not lower than 
independents nor have private brand activities provided larger margins. 








A. B. GUNNARSON 


O many business men the 
mere mention of consumers’ 
cooperatives is enough to 
give them a severe case of jit- 
ters. They see a vision of a new 
form of competition, having for- 
eign origins, which is destined 
to sweep away before it every 
evidence of free enterprise which 
has been developed over the past 
few hundred years. Such fears 
can be dismissed provided busi- 
ness men are willing to face 
realities and to act in accordance 
with facts which are revealed. 
The total volume of consumers’ 
cooperatives is at present rela- 
tively small—about 1 per cent 
and not more than 1% per cent 
of the total retail business done 
in the United States. This means 
that for every $1,000 of business 
done through established retail 
channels, cooperatives do less 
than $15. Although the sales 
volume of cooperatives has been 
increasing slowly during recent 
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years, the ratio of this volume to 
retail sales volume as a whole 
has shown no appreciable in- 
crease, and there is no reason to 
believe that it will. 

Operations of consumers’ co- 
operatives are limited to a few 
fields of retailing, and there is 
indication that approximately 60 
per cent of the volume is in sup- 
plies, including gasoline, used by 
farmers in their farming opera- 
tions (seeds, fertilizer, fencing, 
feed, etc.). Another 15 per cent 
of the total volume of coopera- 
tives is accounted for by mer- 
chandising operations of distrib- 
utive departments of farmers’ 
cooperative marketing associa- 
tions. The remaining 25 per cent 
of the total volume to be ac- 
counted for comprises sales by 
cooperative organizations which 
are operated ,by consumers as 
consumers. (See Table A.) 

Statistics are not available 
which show what proportion of 
the sales of cooperatives com- 


prise items usually carried by 
hardware stores. Undoubtedly 
much of the business in farm 
supplies consists of merchandise 
handled by hardware merchants. 


Geographical Concentration 


Although cooperative organi- 
zations may be found in prac- 
tically every state, there are 
decided concentrations in differ- 
ent areas. Retail operations of 
cooperatives are mainly confined 
to rural areas and small towns. 
More than three-fourths of the 
associations, three-fourths of the 
membership, and almost three- 
fourths of the business done in 
1936 was in localities having a 
population of 5000 or less. 

The most recent survey made 
by the Department of Labor 
(“Consumers’ Cooperation in the 
United States, 1936,” Bureau of 
Labor Statistics Bulletin No. 
659) disclosed that 1805 con- 
sumers’ cooperatives from which 
replies were received had total 








TABLE A 
RETAIL SALES OF COOPERATIVES 
1936 
Number of Amount of Jo of 
Principal Business Associations % of Sales Total 
of Association Reporting Total (000 omitted) Sales 
re rere rrr ee 1,805 100.0% $146,309 100.0% 
Associations Dealing Principally With 
Farmers: ‘ 
Gasoline and petroleum ....... 722 40.0% 50,912 34.8% 
PN BONED is ccc cccctessdeacs 322 17.8 35,441 t 
Marketing Ass’ns ............. 132 7.3 20,361 13.9 
dina acct BEV RSet 4:5 COTTE 1,176 65.1% $106,714 73.0% 
Retail Store Associations : 
I. - o., ciaia cae oarde ae 6 es 259 14.4% $11,612 7.9% 
General merchandise ........... 194 10.8 15,726 10.8 
EEE A er Crees ees ee 56 3.1 ° 5,516 3.8 
PN CERES iccccascsaees 12 7 1,884 1.2 
ee OPP CrTT Cree 16 8 872 6 
TMD é.cdnccdscccineceneanucs 537 29.8% $35,610 24.38% 








HARDWARE AGE 


by 
2dly 


lise 
nts. 


pn 


ani- 
rac- 
are 
fer- 


ned 
yns. 
the 
the 
ree- 
» in 
ga 


ade 
bor 
the 
1 of 
No. 


Lich 
otal 


hasten 


oa 


retail sales of $146,309,000 in 


1936. Included in these figures 


are reports from 1173 farmers’ 
cooperatives having retail sales 
of $112,000,000. Among these 
were 73 associations, doing an 
annual business of $2,578,000, 
which reported that their chief 
business was the purchase of 
supplies, not the marketing of 
farm crops or livestock. 

Evidence of this kind points 
definitely to the conclusion that 
development of consumers’ co- 
operatives in the United States 
is essentially a movement of 
farmers. 


Causes of Failure 


Many cooperatives, in common 
with a host of business men, be- 
lieve they can continue to oper- 
ate with no books of accounts, 
and without periodic checks by 
accountants or other persons 
qualified to advise regarding 
management problems. Many are 
handicapped by lack of sufficient 
capital, poor working conditions 
for employees, carelessness in 
the display of merchandise, and 
poor “housekeeping” in stores. 
Such factors are handicaps to in- 
dependent merchants, too. 


Operating Expenses 


A favorite argument advanced 
by proponents of consumers’ co- 
operatives is that this form of 
enterprise isemore efficiently op- 
erated—that lower operating ex- 
penses of cooperatives result in 
benefits to consumers in the form 
of lower prices or higher patron- 
age rebates. Unfortunately, 
there are tremendous gaps in 
statistics which would help to 
clarify questions of this kind. 

The first thorough-going study 
that has been made of operating 
expenses of consumers’ coopera- 
tives, compared with expenses ot 
other forms of business enter- 
prise, was recently completed by 
the Harvard Bureau of Business 
Research. Conclusions based 
upon results of that part of the 
study dealing with retail food 
stores are stated in the bureau’s 
report as follows: 

“The cooperatives apparent- 
ly have not cut the rate of 


gross margin below that es- 
sentially typical for indepen- 
dent stores, and neither have 
their private-brand activities 
resulted in the securing of a 
larger-than-average rate of 
margin. 

“The similarity in the per- 
centages of gross margin, 
which reflect similarity in the 
spreads between wholesale and 
retail prices, and perhaps in 
competitive conditions, is not 
matched by so close a similar- 
ity in the percentages of ex- 
pense. Salary and wage costs 
for the cooperatives appear to 
have been somewhat lower 
than those for privately owned 
stores, and the same is true 
for advertising expense in 
percentage. On the other hand, 
percentage outlays for ten- 
ancy, heat, light, and power, 
characteristically were high 
among the cooperatives, pos- 
sibly as much as one-fourth 
higher than those for inde- 
pendent stores on the average, 
and miscellaneous expense also 
ran distinctly higher than 
among’ independent _ stores. 
Total expense before interest, 
however, was about the same 
for cooperatives as for pri- 
vately owned stores. 

“.. It seems, however, that 
expense for the cooperatives in 
1937 was not so high as to 
indicate especially poor man- 
agement nor so low as to sug- 
gest any appreciable advantage 
for the cooperatives. On the 
basis of rather sparse evi- 
dence, and speaking in general 
terms, it appears either that 
the cooperative form of organ- 
ization does not lead to con- 
spicuous advantage in operat- 
ing efficiency, or that the 
cooperatives by 1937 had not 
got themselves organized to 
the point where such advan- 
tages had become evident.” 


The report also presents com- 
parisons relating to general 
stores as operated by coopera- 
tives and by other organizations. 
The report says: 

“The statistics . . . afford 
some basis for the inference 
that, whatever the reason, co- 
operatives may have intro- 
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duced some economies in re- 
tail distribution. Although 
the cooperative general stores 
did not have lower percentage 
occupancy costs than privately 
owned stores of similar char- 
acter, they did have conspicu- 
ously lower costs for pay roll, 
advertising, miscellaneous ex- 
pense, and total expense. More- 
over, although their net prof- 
its were sufficiently large to 
suggest the possibility of their 
accumulating ample reserves, 
their rates of gross margin 
were distinctly lower than 
those for the privately owned 
firms. 

“Unfortunately, one cannot 
be sure that the data... are 
strictly comparable. With one 
exception, the several samples 
are small; and they represent 
different years, different sizes 
of firm, and different geo- 
graphic areas. A student who 
wishes to be reasonably con- 
servative can do no more than 
present these data, suggest 
that they may indicate a dis- 
tinct contribution on the part 
of the cooperatives, and ex- 
press the hope that in due 
course better statistics may 
be forthcoming.” 


Chain Store 


Chain store methods of mer- 
chandising continue to give the 
cooperatives their hardest com- 
petition both in this country and 
abroad. The following comment 
from a recent article in The Pro- 
ducer, a trade paper issued by 
British cooperatives. expresses 
the problem pointedly. “The 
major issue, at the present time. 
is between the cooperative move- 
ment and the chain stores... . 
The cooperative movement is the 
onlv organization which is in a 
position to equal the buying ad- 
vantages of the chains, without 
losing the local and personal in- 
terest which small trades always 
claim as a feature of their type 
of retailing.” It is evident that 
in Great Britain the most ef- 


fective economic barriers to ex- 

pansion of the cooperatives are 

being raised by competition from 
chain stores. 

This competition has caused 
the British cooperatives to or- 
ganize themselves along chain 
store lines. As a result, the bulk 
of cooperative trade in Great 
Britain (86.8 per cent) is done 
by societies with more than five 
branches. 

In the Harvard Bureau survey 
of operating expenses of coopera- 
tives some comparisons of co- 
operatives with chain food stores 
were suggested. This report 
concludes that 
“percentage expense among 
the cooperative food stores 
covered by the current survey 
on the average was not great- 
ly different from that of the 
regular chains for stores only 
(excluding warehouse and cen- 
tral office expense). 

“Thus, the data at hand 
suggest that, in so far as food 
retailing is concerned, any im- 
portant contribution of cooper- 
atives to the welfare of con- 
sumers which is made through 
lower prices or greater values 
does not arise from operating 
efficiency in the retail stores 
greater than that for private 
enterprise. This does not 
mean that cooperatives cannot 
give better values than pri- 
vately owned businesses; but 
it indicates that such better 
values, if given, probably must 
reflect : 

(a) Advantages secured in 
wholesaling or in manu- 
facture, possibly through 
private branding coupled 
with a scrupulous regard, 
in product specifications, 
in labeling, and in pric- 
ing, for the interests of 
consumers; and 
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profits.” 


Governmental Aid 


Business men are in_ prac- 
tically unanimous agreement 
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1—At the registration desk, A. B. C. Wahlke, Moser Paint Co, Harold 
Stith, Cincinnati Galvanizing Co. and Charles A. Klusmeyer, The H. Belmer 
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Hardware Club, Cincinnati, Ohio. 2—Forest Needles, W Bingham Co 
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5—WISCONSIN ASSN.—Arnold Van Den Wymelenberg, Green Bay; Presi- 
dent Edgar Kroner, La Crosse, and Secretary H. A. Lewis. Stevens Point 
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that consumers’ cooperatives are 
a legitimate form of business en- 


‘terprise, and that such enter- 


prises are entitled to develop on 
the basis of their own merits. 
Business men are also unani- 
mous, however, in believing that 
consumers’ cooperatives have no 
right to receive special benefits 
from government agencies in the 
form of subsidies, tax exemp- 
tion, special forms of encour- 
agement, or other discrimina- 
tions against established forms 
of business. Such is the position 
which has been taken by the 
membership of the Chamber of 
Commerce of the United States. 


Government Aid 


In searching the record, how- 
ever, it is clear that there are 
many evidences of aid being ex- 
tended to cooperatives by local, 
state and federal governments. 
Most states permit cooperatives 
to be incorporated under special 
acts which usually relieve the 
cooperative of paying taxes, 
aside from a nominal annual fil- 
ing fee, based upon the amount 
of capital stock issued. State 
and federal income tax laws 
usually exempt cooperatives 
from payment of income tax on 
that part of the earnings which 
is available for distribution to 
members as patronage rebates. 
In several states which place 
special taxes on chain store op- 
erations (Minnesota, for ex- 
ample) consumers’ cooperatives 
which have a number of branch 
stores, and which would thus be 
subject to chain store taxes, are 
specifically exempt. 


Low Rate Loans 


Through the Central Bank for 
Cooperatives and through other 
lending agencies federal funds 
are available as loans to coop- 
eratives at low interest rates. 
Although the statutes governing 
the granting of such loans pro- 
vide that only producers’ coop- 
eratives are eligible to receive 
loans, there remains the fact 
that many producers’ coopera- 
tives conduct retail merchandis- 
ing operations as part of their 
regular activities. Further, co- 
operative associations organized 
bv farmers solely for the purpose 
of distributing or furnishing 
farm supplies, or furnishing 
farm business services, are eli- 
gible to borrow from the various 
banks for cooperatives. 
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Recently Senator Norris intro- 
duced in Congress a bill (S. 
2605) in which it is proposed to 
expand the term “cooperative as- 
sociation” as used in the Agri- 
cultural Marketing Act to in- 
clude associations which have 
only a majority of farmers as 
members, i.e., 49 per cent of 
the members could be laborers, 
mechanics, housewives, or any 
other occupation. Adoption of 
this proposal would open the 
door for many cooperatives, par- 
ticularly consumers’ coopera- 
tives, to avail themselves of bene- 
fits available through govern- 
ment lending agencies. Senator 
Norris has indicated that he ex- 
pects to ask for hearings on his 
proposed bill during the present 
session of Congress. 


Favorable Laws 


In addition to favorable laws 
for permitting incorporation of 
cooperatives, for allowing tax 
exemptions of various kinds, and 
for extending loan privileges, 
cooperatives are getting govern- 
mental support in other direc- 
tions. Several states require that 





courses about cooperatives shall 
be offered in schools. In certain 
instances students are required 
to take such courses. Agencies 
of the Federal Government, in- 
cluding the Department of Ag- 
riculture, the Department of 
Labor, the Farm Credit Admin- 
istration, make available pam- 
phlets and literature giving in 
formation as to how cooperatives 
may be organized and operated. 

In many states county agents 
(who are usually paid in part 
by the local government unit) as- 
sist in organizing cooperatives 
and freely give of their counsel 
thereafter. In connection with 
federal housing projects, such as 
at Greenbelt, Md., there was in- 
cluded in the plans provision 
for stores and commercial facili- 
ties which would be operated on 
a cooperative plan. In the ‘‘Con- 
sumers’ Guide,” a periodical is- 
sued by the Agricultural Adjust- 
ment Administration of the 
Department of Agriculture, one 
section of each issue is devoted 
to news and propaganda in favor 
of cooperatives, while frequent 

(Continued on page 104) 
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Fair Trade Laws 


Our (Druggists) Experience with 





Rowland Jones, Jr., Washington representative, National Association of 
Retail Druggists, at Wednesday morning session, says retail druggists have 
been fighting loss-leader selling and predatory price-cutting since 1898; 
have promoted successfully model fair-trade laws and find that this legisla- 
tive help toward maintained prices has greatly helped industry and has not 
raised prices to consumers. 








ROWLAND JONES, JR. 


HE National Association of 

Retail Druggists has ad- 

dressed itself to the problem 
of loss leader selling and preda- 
tory price cutting from the time 
of its organization in 1898. At 
that time and up until 1911, the 
right of a manufacturer of iden- 
tified merchandise to enter into 
contracts providing minimum 
resale prices below which his 
product could not be sold, was 
unquestioned in all civilized 
countries, including the United 
States. Based on a strained in- 
terpretation of the Sherman 
Anti-Trust Act, which became 
law in 1896, the Supreme Court 
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of the United States in 1911, in 
a 5 to 4 decision (the famous 
Miles case), declared that such 
contracts were an illegal re- 
straint of trade and thus out- 
lawed. Up to that time, the 
manufacturers who recognized 
the necessity of protecting their 
products from the _ tender 
mercies of the price chiseler, in 
their own defense, had used 
many variations of the contract 
method to prevent the demorali- 
zation of the resale prices of 
their products. With the decision 
in 1911, practically all restraints 
upon the price cutter, however 
imposed, became illegal. During 
the years following we witnessed 
the beginning of the growth of 
the great chain store systems 
and I, for one, am of the unalter- 
able opinion that their growth 
was not due so much to efficiency 
of operation and ability to ob- 
tain goods at lower prices than 
their independent competitors, 
as it was to the use of the well- 
known bait device, taking na- 
tionally advertised products and 
slashing them to _ ridiculous 
levels, thus building the false 
impression in the public mind 
that the syndicate store was a 
cheaper place in which to trade. 


Legislative Aid 
Conditions in the retail drug 


industry became so bad that 
legislative relief, at the hands of 


the Congress of the United 
States, was attempted in the 
form of the old Capper-Kelly 
bill. This legislation, which was 
before Congress from 1917 until 
1933, sought to undo the work 
of the Supreme Court of the 
United States and legalize again 
the right of contract as to mini- 
mum resale prices on a nation- 
wide basis, which was still un- 
disturbed in all the civilized 
countries of the world. Many of 
us here are familiar with the 
long and rocky road traversed 
by this legislation without a 
chance for successful passage at 
any time. 

When the present administra- 
tion of the National Association 
of Retail Druggists was given 
charge of the affairs of the As- 
sociation in 1933, the problem of 
the price chiseler overshadowed 
all others and a great deal of 
time was spent in attempting to 
devise ways and means to reach 
this problem and thus better the 
condition of the average inde- 
pendent retailer, which was 
growing more desperate as time 
went on. As a result of these 
studies we reached the conclu- 
sion that the methods used and 
the means taken during the pre- 
ceding decade had proved a fail- 
ure and we began to seek a new 
approach. 

The N.A.R.D. and its 48 af- 
filiated state associations decided 
to work to secure the legalization 
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of price maintenance in the 
states themselves, thus taking 
many steps to obtain the end in 
view rather than to continue the 
almost impossible fight to secure 
relief in one piece of legislation 
in the national Congress. 

California, in 1931, was the 
first state to approve what is 
now known as the “Fair Trade 
law.” After two years of opera- 
tion, it was found that additional 
legislation was needed because 
of the discovery that the retailer 
who refused to sign a manufac- 
turer’s resale price maintenance 
contract, if he wished, could de- 
stroy the effectiveness of such a 
contract for his competitors who 
would sign. After further study, 
the famous Section 1% of the 
California law was_ enacted, 
which provided that when a 
manufacturer made a_ resale 
price maintenance contract avail- 
able to the retailers in a state 
and a number of them signed 
the contracts, it would be deemed 
an unfair trade practice, upon 
the part of the retailer, to sell 
the products of the manufacturer 
below the minimum price pro- 
vided for in the system of con- 
tracts that he had in force. 

An injunctive relief and a 
triple damage provision were in- 
cluded which have been and are 
completely effective in controll- 
ing the small percentage of re- 
tailers who refuse to sign the 
contracts. This amendment to 
the California law stands as a 
great landmark in American 
jurisprudence. The old cry of 
“unconstitutional” was heard 
from the ranks of the predatory 
price cutters and it was not until 
1936. when the Supreme Court 
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ot the United States, in a sweep- 
ing unanimous opinion, upheld 
the California and Illinois Fair 
Trade Acts in their entirety, 
that the question was finally set- 
tled. Up to that time, 19 States 
had approved legislation of this 
character and with the Supreme 
Court decision, the parade of 
Fair Trade Acts began, until 
today we find this legislation on 
the statute books of 44 States of 
the Union and an enabling Act 
known as the Tydings-Miller 
Act on the statute books of the 
Federal government. Only Texas, 





Missouri, Vermont and Dela- 
ware have failed to enact these 
laws up to the present time. 
The purpose of the enabling 
Act was to remove all doubt as 
to the legality of fair trade 
contracts crossing state lines and 
thus becoming interstate com- 
merce. To bring you completely 
up to date, I am glad to advise 
you that on June 12, the House 
of Representatives of the Na- 
tional Congress passed the Fair 
Trade Act for the District of 
Columbia without a dissenting 
vote. The bill is now in the 




















District Committee of the Sen- 
ate, where hearings have been 
had and an early favorable re- 
port is expected. 

On June 29 another very im- 
portant court decision in support 
of Fair Trade was handed down. 
The Court of Appeals of Mary- 
land, the court of last resort in 
that State, upheld the Maryland 
Fair Trade Act in another 
sweeping unanimous decision. 
This has more than passing sig- 
nificance because the Maryland 
high court has the long standing 
reputation for conservatism and 
independence of thought and ac- 
tion, and has, on many occasions, 
turned its back on the decisions 
of the Supreme Court of the 
United States. 

It might be well at this time 
to discuss the details and prin- 
ciples of the model Fair Trade 
Act which is in force in the ma- 
jority of the Fair Trade States. 
The model act was drawn by the 
N.A.R.D. and its legal advisors 
with the idea of perfecting the 





law in such a way as to correct 
all defects and omissions which 
experience had pointed out since 
the passage of the first effective 
act in 1933. 

The act is drawn on the prin- 
ciple that the manufacturer or 
producer who identifies his prod- 
uct by his trademark, brand, or 
name, who makes an investment 
in promoting the sale of the ar- 
ticle by building quality into it, 
who expends his money in adver- 
tising, thus building good will 
and acceptance in the minds of 
the consuming public, has a defi- 
nite property right in that good 
will. When he sells the product he 
gives up the title and ownership 
of the physical product itself, but 
he retains as his property at all 
times, the good will and reputa- 
tion for the product that he has 
developed. That being his prop- 
erty, he has the unalienable 
right to protect it from the harm 
that the predatory price cutter 
does to his product, by his opera- 
tions. in the matter of its value 











1—Paul Ulrich, Indianapolis, Ind. 


Stuart, Martin-Senour Co 


54 


2—Bob Pekoc, Cleveland, Ohio, and 
W.N. Neff, Abingdon, Va. 3—Willard Bertch, Liberty, Ind. 4—H. B. Clower, 
secretary, West Virginia Assn. 5—D. F. Bjelde, Mayville, N. D. 6-—William 


7—Herman Taylor, Lufkin, Tex. 





in the mind of the consumer and 
his retailer acceptance. Under 
the law he may protect his prop- 
erty rights by a system of con- 
tracts with his retail distributors 
which provide a minimum resale 
price below which the product 
may not be sold. The public is 
protected by the exceptions writ- 
ten into the act which are as 
follows: One, the act is permis- 
sive only; two, contracts may be 
issued only on products which 
are in free and open competition 
with products of the same gen- 
eral class produced by others, 
and three, agreements as_ to 
minimum prices are prohibited 
between manufacturers, between 
wholesalers, and between retail- 
ers. Thus the manufacturer is 
the sole arbiter as to whether or 
not he will use the Fair Trade 
contract method and if he does, 
what his minimum price stipu- 
lation shall be. If he makes his 
price too high his business will 
be taken by his competitors, who 
will be sure to offer a lower 
price and if this price to the re- 
tailer does not show a fair mar- 
gin of profit he will not be able 
to secure adequate and effective 
distribution. 


Exceptions 


Provisions are included which 
provide for the bona fide closing 
out of a product, which prohibit 
subterfuges to lower the mini- 
mum price such as_ trading 
stamps and other forms of re- 
bates and concessions, and which 
allows the sale below the contract 
minimum when the product is 
altered, second-hand, damaged, 
or deteriorated and plain notice 
of the fact is given to the public. 

Today the Federal Trade Com- 
mission, which has always been 
unfriendly to resale price main- 
tenance legislation, is conducting 
an ambitious survey as to the 
effects of these laws, but we are 
confident that, given a fair, im- 
partial, and unbiased treatment 
in this investigation, that the 
results will show that the prin- 
ciples and effects of the Fair 
Trade laws are beneficial to the 
nation as a whole. Given the 
efficient enforcement of the Rob- 
inson-Patman Anti-Price Dis- 
crimination Act, and the banning 
of loss leader selling and preda- 
tory price cutting, it is my belief 
that the efficient, independent 
retailer in this country has a 
chance to maintain himself 
against the competition of the 

(Continued on page 96) 
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Hardware Business Building i 


Smaller Communities 





W. C. Judson, Judson’s Hardware, Big Rapids, Mich., at the Thursday 
morning session, stresses need for greater emphasis on the sales of goods 
bearing an attractive margin, without sacrificing competition position on 
key items that lead to related sales ..Advises dealers to seek and feature 
lines not featured by competitors and to give same display and selling at- 
tention to hay, rope, horse collars and other heavy items as to housewares. 
Would have store staff specialize on good margin items and build for them- 
selves and the store a local reputation on such specialization. 





HE first thing I want to do 

in order for you to get a 

picture of our city and sur- 
rounding country is to tell you 
just a little bit about Big Rapids 
and Mecosta County. We are 
situated on the banks of the 
Muskegon River, approximately 
50 miles north of Grand Rapids. 
We are in what was once the 
heart of the Michigan white pine 
country. Lumbering operations 
ceased many years ago and we 
are now an agricultural com- 
munity, with dairying our farm- 
ers’ biggest industry. 

Big Rapids is a city of about 
five thousand people. We have 
two small furniture manufactur- 
ers and another industry manu- 
facturing grinding machinery 
which employs about 200 men. 
We also have the Ferris Insti- 
tute, a school founded by the 
late Senator Woodbridge N. 
Ferris. This school has an en- 
rollment of about 500 persons 
during the winter months. 

We are surrounded by numer- 
ous small lakes, and while we are 
not a resort center, the summer 
resort business is an important 
factor with us. We are fortu- 
nate in having no towns of our 
own size within a radius of 40 
miles. This makes us a center 
having considerable territory to 
draw from. 

Now, I maintain that building 
sales is a splendid idea. All of 
us could use many more of them. 
I also am firmly convinced that 
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W. C. JUDSON 


there is one kind of sales of 
which we already have enough. 
These are the sales upon which 
there is very little margin made. 
I am going to endeavor to tell 
you how not to make any more 
of these kind of sales, but how 
to make some sales upon which 
there is a margin. There is a 
quality to sales just as well as 
there is a quality to merchandise. 
What we want to build up are 
these quality sales. 


Farm Friends 


I have two good farmer friends 
living just south of Big Rapids. 
One has a splendid herd of Hol- 
stein cattle. The other has a 
herd of pure bred Jerseys. My 
friend with the Holstein herd 
produces many more gallons of 


milk than the fellow with the 
Jersey herd, but at the end of 
the year the man with the Jer- 
sey herd has more dollars to 
show for his efforts than the 
man with the Holstein herd. 

When batting averages are fig- 
ured in baseball records, singles 
count the same as home runs, but 
which drives in the most scores? 
I think that the entire country 
in all lines of goods has been, 
and is getting too dog-gone ex- 
cited about volume and not pay- 
ing enough attention to margin. 

Now you might ask, “All 
right, what is a proper margin?” 
The usual way of answering that 
question .is that margin is the 
difference between what you pay 
for goods and what you sell them 
for. As I understand it, that is 
a correct answer, but I like to 
think of margin as the difference 
between the average cost of all 
the goods you have bought in 
a year and your total sales for 
the year. 

The reason I am stating it 
this way is because too many re- 
tailers are of the opinion that 
when they buy a box of tacks for 
two cents and sell them for five 
cents that they are making a lot 
of money, and when they buy a 
bathroom outfit for forty-five 
dollars and sell it for forty-eight 
dollars and ninety-five cents that 
they are losing money. 

In our own business, we lose 
money on the box of tacks and 
make money on the bathroom 
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outfit. We have a lot of things 
to sell that go with a bathroom 
outfit. If we did not meet our 
competition and sell the bath- 
room outfit at no profit, we would 
not be able to sell the accesso- 
ries that go with it on which we 
make a swell profit. By striking 
an average between the accesso- 
ries and the bathroom outfit, we 
end up with a respectable mar- 
gin. 

Another example is when a 
farmer up in our country starts 
building a barn he is very price- 
conscious on nails. The first 
thing that there is in his head 
is “how much are you going to 
make me nails by the keg?” The 
price we make him on these nails 
by the keg allows us no margin, 
but if we did not have the price 
on his keg of nails, it would be 
very hard to interest him on the 
numerous articles that he needs 
in that barn. which, after we 
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have got him started on nails, 
are not so hard to sell him. 

Numerous hardware men have 
told me that there is no money 
in selling roofing. Roofing is one 
of our major items and one 
which shows us a very nice mar- 
gin. Some types of roofing do 
not carry a large margin if you 
keep competitive, but on nearly 
every roofing job there is light- 
ning cable used, metal ridge, val- 
ley, metal shingle edge, plastic 
cement, all of which we sell 
in considerable quantities and 
which carry sufficient margin to 
balance up the job. 

One of the most profitable 
items in a hardware store is win- 
dow glass. How many of you 
have set yourself up as a glass 
headquarters in your com- 
munity? If you haven’t, you are 
passing up a good bet. When 
you get the people to knowing 
that you are the glass man, it 


is not so hard to go on up into 
the plate-glass business, which 
runs into volume and which car- 
ries just as sweet a margin as 
the window glass. 

Send a couple of your boys in 
to your nearest plate-glass job- 
ber for a day’s instructions. 
With a little experience you will 
be able to handle any ordinary 
plate-glass job, and the margin 
on these should make you smile 
all over. 

Our competition in Big Rapids 
is a Gamble headquarters store 
directly across the street from 
us, and Sears & Roebuck, Mont 
gomery-Ward, and numerous 
other catalog houses. These far- 
mer customers of ours have 
plenty of time during the winter 
to study these catalogs, and be- 
lieve me, they are posted. 

Something which I have found 
very effective to know where you 
are with these competitors is a 
little black book which I keep on 
my desk and in which are listed 
perhaps one hundred or so of 
our major articles that this com- 
petition troubles us on. Follow- 
ing these articles are several 
columns, each column headed 
with a competitor’s name. On 
the line running at right angles 
to these columns is a price de- 
livered to Big Rapids from each 
one of these competitors, and 
our cost. With this information 
right in front of me, it is com- 
paratively simple to know quick- 
ly where we are. 


Effective Method 


There are a number of differ- 
ent ways of working out the 
solution. One very effective way 
when I find that my cost is 
higher than their selling price 
is to get busy and do a better 
job of buying. I have done this 
in many cases. In a few cases, 
we are unable to make our mar- 
gin and meet the price. When 
we find goods of this nature, 
they are stored in the back room 
out of sight and we sell the least 
possible amount of them that we 
can. 

Something that is very impor- 
tant in making margin-bearing 
sales is to be familiar with your 
customer’s needs. When you get 
home, take a good look around 
and see if you can’t find a few 
items that your competition is 
not particularly strong on and 
which your customers are inter- 
ested in. 

Many hardware stores which 
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1 have been in have a swell dis- 


' play of teapots, percolators, etc. 


They are right up at the front 
of the store, well dusted, and all 
shined up, and they look swell, 
but I have noticed a woeful lack 
of hay rope, binder twine, horse- 
shoes, post-hole diggers, and any 
number of heavy hardware items 
on which you can make a good 
profit. 

Many of us keep these in the 
back room and run out and get 
them when a customer calls for 
them. Displaying teapots and 
percolators will increase sales. 
The same thing works on heavy 
goods. 


Careful Displays 


Use the same care fixing up a 
display of hay rope as you would 
trimming a nice table of chrome- 
plated ware. If you haven’t al- 
ready done this, you will get 
some results that will surprise 
you. Horse collars and horse- 
shoes may not seem as attractive 
material for display purposes, 
but our horse-furnishings dis- 
play on our main floor really does 
business. 

We must all push and get in- 
terested in goods that bear a 
margin. I will admit that some 
of these goods are not as easy 
to sell as some of the short-mar- 
gined items, but by getting in- 
terested yourself and then sell- 
ing your salgs force on the fact 
that these are the goods that will 
make the Saturday night pay 
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check, you should be able to not 
only build more sales, but to 
build sales on the class of goods 
that will write black ink, and 
plenty of it, at the end of the 
year. 

A very effective method of 
knowing what goods your farmer 
customers are interested in and 
what goods your competition is 
not too keen on, is to make a 
practice of attending every barn- 
raising in the country. 

Perhaps I shouldn’t say at- 
tend barn raisings. I mean go 


out to the barn raising and show 
these farmers that you can climb 
with the best of them and that 
you know how a barn should go 
up. The farmer gets a kick out 
of seeing you get right in with 
the gang and be one of them. If 
you go out to a barn raising and 
do not get in with the boys, you 
will do yourself more harm than 
good. 

These farmers are talking all 
the while they are working, and 
when you get 40 or 50 of them 
together and get right in with 























them you will learn plenty about 
what they think of their hard- 
ware source of supply. Some of 
it is not always complimentary, 
but you know what they say 
about it being the truth that 
hurts. 


Farmer picnics, stock sales, 
and any other farmer gatherings 
are swell places to learn your 
customers’ wants and to learn 
what you can do to get yourself 
in their good graces. 

Most all of us have back doors 
in our business establishments. 
Ours opens on an alley. A very 
large percentage of our goods 
which we sell goes out this back 
door. May I suggest to you if 
you have some back-door traffic, 
that near your back door you 
have heavy goods that your back- 
door customer is interested in. 
Why not have one of the boys 
a back-door specialist to meet 
and greet these back-door cus- 
tomers as if he was glad to see 
them? 

We have lots of front-door cus- 
tomers who merely come in to 
look around, but our back-door 
customers are 98 per cent buyers. 

One thing that has particu- 
larly impressed me as I look 
around different hardware stores 
is the fact that so many man- 
agers attempt to wait on a large 
percentage of their customers. 
They are so busy taking care of 
this trade that they do not have 
time to do a first-class job of 
managing. 


Loafing 


I don’t think that any of us 
should hesitate to do a little 
loafing, providing you do the 
loafing physically and not men- 
tally. Any of you hardware men 
here could come in and observe 
our store and discover several 
things we are doing or are not 
doing which could be improved 
upon. 

Now, what I want you to do 
when you get back home is to 
take time enough off to observe 
and shop your own store. I do 
not doubt but what, if you will 
do this, you will find a number 
of things that could be improved 
upon. Your criticism of your 
own place should be efficient. I 
know you are all good enough 
hardware men to be able to do 
some constructive criticizing on 
our store. Come on up to Big 
Rapids and give me the dope, 
but also try it on your own place. 
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By having a little spare time 
occasionally, you will be able to 
do a much better job with ad- 
vertising ideas. Maybe you have 
an advertising man; but, any- 
way, a few of your ideas along 
with his should make your ad- 
vertising just a little bit better. 

While we are talking about 
advertising, I wish to mention 
something that works very well 
in our little daily newspaper. We 
are contracted for a space three 
inches long and one column wide 
right next to our “Locals” and 
“Personals.” Our editor makes 
this look just as near like a news 
item as he can. Every day in 
this little space we have a short 
news item about one of our cus- 
tomers, sometimes ourselves, or 
any item which we think would 
prove interesting to our readers; 
and coupled with it, the fact 
that this customer has _ just 
painted his house, roofed his 
barn, mowed his lawn, or any 
number of things with some of 
our merchandise, at such and 
such a price. (See samples of 
these ads on the opposite page). 


Advertising 


We have been doing this for 
about two years and it is the 
most effective bit of advertising 
that we have ever done. Any 
number of people mention that 
as soon as they open the paper, 
they look to see what Judson’s 
Hardware has got to say tonight. 
Another little piece of advertis- 
ing which a little physical loaf- 
ing gave us time to think up was 
making a list of fishing license 
customers living outside of 
Michigan. About the middle of 
last December’ we wrote each 
one of these people a personal 
letter telling him how different 
things look in Michigan in the 
winter time, how glad we were 
that he had stopped last sum- 
mer, and that we hoped to see 
him again next summer, and 
wishing him and his family a 
very Merry Christmas. The re- 
sponse to these letters this sum- 
mer has been very gratifying. 

By sitting down a few minutes 
to think things over, you will be 
aided in developing an efficient 
crew. It takes an efficient crew 
to operate a ship. The captain 
does not very often fire the 
boilers. Too many of us hard- 
ware men try to operate a crew 
and fire boilers besides. 

I believe you should encourage 
your boys to be specialists. 











Every one of your boys has get 
some certain thing in which he 
excels. Encourage him in that. 
Of course, in a country store, all 
of us have to take care of cus- 
tomers all over the store, so I 
do not mean to carry this spe- 
cializing too far, but I wish you 
would encourage this specialist 
idea to the point where one of 
your boys is known throughout 
your community as a glass man. 
Perhaps this fellow will also be 
known as knowing all about elec- 
tric pumps, another one may be 
the finishing tackle specialist, 
and so on down the line. 

It doesn’t take long in a small 
community before your custom- 
ers recognize these things. To- 
day is more than ever a day of 
specialists. I have several good 
friends who are family doctors. 
They say that this specialist idea 
is pretty much bunk. However, 
during duck hunting season 
when some of us boys gather 
around the hotel at Houghton 
Lake where rates are a bit high, 
none of my family doctor friends 
have the money or the time to 
join the party, but I have met at 
this same place several doctors 
from big city hospitals who are 
specialists. These boys seem to 
have quite a bit of both time and 
money. 

I imagine that most all of you 
have store meetings with your 
boys. These are mighty impor- 
tant. I don’t think any of us 
hold as many of them as we 
should. It takes considerable 
time and thought to make these 
meetings interesting, but they 
are worth it. 


Store Meetings 


I am not going to tell you how 
to conduct them, but here is a 
story I wish you would tell your 
boys at the very first store meet- 
ing you have. Ask one of them 
where he just bought his last 
pair of shoes. Also, ask him 
why he bought them at that par- 
ticular store. Ask him why he 
didn’t buy them at some other 
store. Then try and bring home 
the point to them to do the 
things that made him want to 
buy his shoes where he did buy 
them, and don’t do the things 
that kept him away from the 
other place. 

I think our boys have all im- 
proved themselves very much by 
observing the mistakes of other 
retail salesmen and trying not 
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At the right are samples 
of W. C. Judson’s 


advertising 








to make those mistakes. They 
also have done themselves con- 
siderable good by noticing the 
good points of other salesmen 
and endeavoring to carry them 
out in their own work. 
Another thing that can be 
brought up in one of these meet- 
ings is the fact that you and 
your boys put in more of your 
waking hours in your store than 
you do in your home. There- 
fore, why not consider the store 
as your home? Consider cus- 
tomers as your guests, people, 
who if they came to your home, 
would be treated with the utmost 
courtesy. All right then, why 
not do it in the store. Tell them 
you are glad that they came in 
and that you hope they will come 
again. This goes over in small 
towns and a number of people 
who come in our store from big 
cities also tell us that they like 
it and that it is something they 


do not receive in the larger 
cities. 
At our store meetings we 


often discuss poor-selling mer- 
chandise. By putting on a dis- 
tinctive price tag and by getting 
all the boys behind it, we are 
able to move this class of goods 
at the regular price before it 
has become so old that it has to 
be sacrificed. 

Now, I have been saying con- 
siderable about selling goods 
with a margin and not selling 
too many without a margin. I 
will tell you just how it works 
out in our own business. On the 
figures sent to us by the N.R. 
H.A., we find that our sales per 
person employed is lower than the 
average. (Jersey milk). Among 
these same figures, we find 
that our margin is much higher 
than the average. This has been 
the case in our store over a num- 
ber of years, proof at least to 
my satisfaction that quality 
sales do pay. 

In concluding this talk, may I 
quote from something which I 
read somewhere, and which cer- 
tainly does apply to retail hard- 
ware merchandising. It is this: 
“Success consists of doing com- 
mon things uncommonly well.” 
1939 
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one must be well equipped. 
A player’s shoes are of vital 
importance. We are now 
showing the original “Jack 
Purcell” shoe, with the cush- 
jon sole and patented arch 
support. 

The price is only $2.95. 

When you want to win; 
use the Pennsylvania cham- 
pionship ball. $1.25 for 3 
balls. 
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Frank H. Spink, Bunting Hardware Co., Kansas City, Mo., tells Thursday 
morning session that “our entire hardware industry must return to the 
ethics of yesterday before we can go forward.” Urges better training of 
salesmen and more effective selling, inspired by responsibility and incen- 
tive for employees to improve their status and their services. Stresses value 
of more and better newspaper advertising and of planned special promo- 


tions. 





OR more than a quarter of 

a century I have found the 

hardware business to be an 
interesting and stimulating ex- 
perience, and I have been grati- 
fied to observe that my friends 
and acquaintances, almost with- 
out exception share this interest 
in our vocation. Some 26 years 
ago, my first and only hardware 
“job” began with my present 
company —in the basement! 
New help was always started in 
the basement where the heavy 
hardware and the shipping and 
receiving departments were lo- 
cated, because—according to the 
late George H. Bunting, founder 
of the Bunting Hardware Co.— 
“The work in the basement was 
hard, the hours long, and if a 
beginner didn’t have a lot of 
‘guts’ and the ability to work, he 
wouldn’t last long there.” 

I survived this acid test... 
although things looked bad for 
me when I made a big mistake, 
one that I have never forgotten, 
on the very first order that I at- 
tempted to fill. The shipping 
clerk asked me to fill an order 
for two hanks of No. 7 sash 
cord, and told me where the bins 
were located. I had never heard 
of the term “hanks” as related to 
sash cord, so I filled the order by 
pulling out two bales containing 
24 hanks! Needless to say, I was 
very strongly informed about 
this mistake, and have never for- 
gotten the error. To this day, I 
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always take particular pains to 
see that the new employees know 
just what a hank of sash cord is. 

I like to refer to that period of 
my early hardware experience, 
as “The Good Old Days.” Those 
were the days when we sold hun- 
dreds of ice boxes and hand pow- 
er washers! 


The Good Old Days 


Those good old days did have 
their drawbacks, but we can now 
appreciate the fact that our com- 
petition then was limited! Hard- 
ware customers bought their re- 
quirements from the hardware 
store. We did not have to con- 
tend with the so-called drug 
store, open 18 hours per day, 
every day including Sundays and 





holidays, selling everything in 
the hardware line—with the pos- 
sible exception of sash weights. 
We did not have to compete with 
so-called auto supply stores with 
their free parking lots, handling 
more hardware than auto sup- 
plies. We were not confronted 
with price-competition from 
chain stores with gigantic mail 
order houses operating as parent 
companies. Perhaps, most im- 
portant of all, jobbers and manu- 
facturers cooperated to the full- 
est extent with the hardware 
dealer, and confined their selling 
efforts to the hardware trade. 
“To the Retail Dealer Belongs 
the Retail Trade!” That’s the 
slogan of the Western Retail Im- 
plement and Hardware Associa- 
tion. Incidentally, I believe that 
the dealer now more than ever 
before needs the services of 
his trade association, because 
through organized crusading for 
a general return to a high stand- 
ard of business ethics we may 
actually anticipate a success- 
ful culmination of our efforts. 
“Hardware Week” is a good ex- 
ample of what can be done by 
organized promotions, and I pre- 
dict that this association fea- 
ture will experience tremendous 
growth during the coming years. 


Problems of Competition 


Speaking from the large city 
dealer’s viewpoint I am con- 
vinced that our survival and 
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prosperity make it imperative 


‘that we forget the much dis- 


cussed 30- and 40-hour weeks 
and go to work. No large city 
hardware dealer can hope for a 
successful operation by working 
30 hours per week, when he is 
facing so many highly organized, 
highly specialized forms of com- 
petition in almost every block. 
He must therefore follow suit 
and specialize by offering exclu- 
sive lines. This competition is 
not alone of prices but also of 
methods, which includes service, 
store arrangement, well lighted 
stores, frequent window changes 
and advertising. Even with all of 
this it is difficult to make a satis- 
factory profit above the sharp 
increase in all taxes and general 
increase in overhead expenses, 
which we have all experienced. 
Therefore our problem is to 
equal or better our competition 





in service and merchandising . . . 
and still make a _ profit. To 
accomplish this, I advocate a 
young, enthusiastic selling or- 
ganization, properly trained in 
modern merchandising. Not the 
high pressure type, rather the 
kind who make friends and regu- 
lar customers for the store. This 
youthful sales force should be 
augmented and reinforced by 
older men as responsible depart- 
ment heads . . . the men above 
forty, if you please, with years 
of real hardware experience be- 
hind them, creating a valuable 
reservoir of potent knowledge 
and understanding with which 
to attack our present day mer- 
chandising problems. A keen or- 
ganization of this type, attuned 
to a complete display program 
for both window and counters 
which equals or betters competi- 
tion, must be co-ordinated with 








advertising and purchasing de- 
partments which are alert to 
local conditions and problems. 
Our salesmen are trained to 
know their merchandise, and to 
employ the most effective meth- 
ods of selling. We believe that 
customers will buy, and buy 
more, from salesmen they like, 
and that by purchasing from the 
salesman he likes, the customer 
buys more than a piece of goods 
... he buys “emotional satisfac- 
tion.” It is this emotional satis- 
faction that brings him back 
again and again, and that is why 
we cultivate it. As one man has 
said: “Other things being equal, 
a man usually buys from the 
salesman he likes best. 
Whatever the bond that strikes 
a responsive note, it is the sales- 
man’s job to make as many peo- 
ple like him as possible. To do 
this, he must make himself agree- 
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able, interested and helpful. So 
we teach our salesmen to greet 
the customer first, with a 
pleasing expression and friendly 
warmth in his voice. By insist- 
ing that our salesman become 
familiar with the location of 
stock and prices, we help him to 
serve his customer with more ef- 
fectiveness. We insist that our 
salesmen actually concern them- 
selves with the customer’s needs 
and problems, thereby making 
themselves useful and valuable. 

We believe that failure to sug- 
gest additional and related items 
is not only poor business but an 
injustice to the customer. Our 
salesmen are taught to stress di- 
lomatically the benefits of buy- 
ing additional merchandise and 
better quality items. We require 
that the salesman maintain an 
alert, patient, interested manner 
and conduct his sale in a friend- 
ly, pleasing tone of voice, apply- 
ing neither too little nor too 
much selling effort. Obviously, 
the successful salesman is 
neat, and refrains from smok- 
ing, chewing gum, or other ob- 
jectionable habits while on duty. 

We believe that responsibility 
always develops greater interest 
and ability in salesmen, and 
therefore require that each sales- 
man keep his department neat 
and clean, arranging merchan- 
dise attractively, with counters 
and shelves well filled and free 
from dust. Salesmen must com- 
ply with the store system of giv- 
ing a receipt on all purchases, 
and recording the sale before 
delivering the merchandise to 
the customer. They are taught 
to realize that a friendly “Thank 
You” for the purchases, and an 
invitation to call again help 
build future business and good 
will. 


4% for Advertising 


Back in Kansas City we be- 
lieve in newspaper advertising— 
believe in it to the extent that 
we spend approximately 4 per 
cent of gross sales for newspaper 
advertising! 

It doesn’t matter what news- 
paper you use, so long as it gives 
you effective coverage, the im- 
portant point is—to use it! If 
all retailers would only use a 
liberal percentage of their gross 
sales for advertising, we could 
soon see a great improvement in 
general business conditions, as 
well as greater individual pros- 
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perity for all of the advertisers. 

To achieve maximum results 
from your advertising dollar you 
must select newspapers which 
have the greatest number of 
readers, and your advertisements 
must be properly prepared. Too 
many times I have noticed in my 
travels in many parts of the 
country, how often really worth 
while hardware stores advertis- 
ing something like this, “John 
Jones Hardware, Paints, Oils 
and Tools, Telephone No. 1234.” 
This to my mind is poor adver- 
tising. We believe in taking ad- 
vantage of the seasons. There are 
two periods in each year that we 
use an especially large amount of 
display space to promote season- 
able items, spring and Christmas. 
Spring, and early summer, are 
better than the holiday season, 
because there is a longer selling 


The Problem 


HERBERT J. TAYLOR 


President, The Club Aluminum 
Co., Chicago, IIll., who discussed 
“The Problem of Premiums,” at 
the Wednesday morning session. 
Explaining that in his own busi- 
ness he sold both through trade 
and premium channels he, never- 
theless, scored the unfairness of 
making premium items out of 
standard goods, the demand for 
which and the acceptance of 
which had been built up over a 
period of years by independent 
retailers. Estimating the prem- 
ium market as representing a 
retail value of 425 million dol- 
lars, Mr. Taylor said premium 


period. However, we use news- 
paper space at Thanksgiving 
time to promote roasters, chicken 
fryers and other housewares re- 
lated to the feast-day celebra- 
tion. At Christmas we use dis- 
play space to feature our Toy- 
land, and our Santa Claus who 
has free candy for every child 
accompanied by parents. We use 
lots of cuts to illustrate our toy 
advertising, and to get the sea- 
son started off well, offer special- 
ly low prices on toy merchandise 
for the opening day of Toyland. 

National Hardware Week is a 
natural for a spring promotion, 
and we also cooperate with the 
annual Clean Up and Paint Up 
Week. Those two promotions 
keep our paint, sporting goods, 
housewares and tool depart- 
ments busy. They offer a wonder- 

(Continued on page 98) 


of Premiums 


production orders enabled man- 
ufacturers to lift up the valleys 
in their sales and production 
curves; helped them maintain 
steady employment that pro- 
duced buying and was often an 
excellent medium for introduc- 
ing an entirely new product 
which might later enjoy satis- 
factory distribution through 
trade channels. Many premiums, 
he said, were closely related to 
the products with which they 
are given, such as jelly strainer 
sets with jelly products; pipes 
with tobacco, etc. He cited the 
waterless cooking utensil line as 
an example of new merchandise 
introduced via the premium 
route when it was first found dif- 
ficult to sell this line through 
hardware and department store 
channels, but which now enjoys 
wide trade distribution. He of- 
fered the further opinion that 
nationally known branded goods 
should not be offered through 
the premium field, but that man- 
ufacturers should, if they wanted 
to sell the premium market, 
make a special line for that chan- 
nel. Basing his entire discussion 
on facts of his own experiences, 
he closed with the well-chosen 
epigram, ‘‘Never use opinions 
when facts are available.” 
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Trade Independent Campaign 





Gerrit Vander Hooning, Grand Rapids, Mich., grocer, and president, Na- 
tional Association of Retail Grocers, at Wednesday morning session, in- 
vites retail hardware support of campaign started by retail grocers to pro- 
tect and improve status of independent merchants in all lines. Calls for 
co-ordinated program based on truth and entirely pro-independent present- 
ed directly to the public. Reviews briefly progress of grocers’ campaign 


to date. 





ANY of you who are here 
today are perhaps the 
second, third or even the 

fourth generation of families 
who have been proprietors of a 
retail business. A history of 
your family might easily dovetail 
with a record of the development 
of our country. It might disclose 
an intrepid grandfather or great 
grandfather who penetrated a 
wilderness and set up a trading 
post or a general store which 
later became the nucleus of what 
is now a thriving and prosperous 
American city. We in the grocery 
business too, have many such 
records to feel proud of and I 
only call attention to them here 
because these pioneers had the 
right to pursue the opportunities 
which lay before them in an 
atmosphere of freedom and in- 
dependence. That privilege and 
that spirit, ladies and gentlemen, 
made America. 


Old Frontier 


But the old frontier has passed 
on with the wilderness that once 
was. In its place, we find millions 
of productive farms and thou- 
sands of thriving communities 
and populous cities. That is the 
America of today. It has come 
down to us as the heritage of 
millions of present day Amer- 
icans—billions in wealth to pro- 
tect and sustain widespread op- 
portunity for the many and not 
for the ruthless exploitation by 
the few. 

It is our responsibility to pre- 
serve this heritage intact for the 
generations yet to come. But who 
can say that it will not be taken 
away from us unless we are 
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vigilant? I do not believe that 
such a condition will ever come 
to pass, but we cannot prevent it 
unless the door to opportunity on 
the new frontier is kept wide 
open as it was in the days of the 
old frontier when our ancestors 
were building America. 


New Competition 


We, of the present day are 
faced with a new competition. In- 
stead of men competing against 
men, yet working together to de- 
velop resources and build homes 
andcommunities, the new frontier 
is being invaded by dollars which 
seek, as a first purpose, the ex- 
traction of profits from farm, 
factory and the community. 

The few who possess these dol- 
lars care nothing about paying 
prices sufficient to yield adequate 
profits to the farmer and the 
manufacturer. They care nothing 
about the opportunity, that has 
always been the privilege of 
every American, to engage in a 
small independent business of 
his own. The welfare of dollars 
has superseded the welfare of 
men and that, ladies and gentle- 
men, is the new competition on 
the new frontier. 

Obviously, I refer to the multi- 
ple store system of distribution 
which during the past 25 years 
has invaded practically every 
form of retailing. This system 
has, through monopolistic buy- 
ing and selling practices, made 
serious inroads into our inde- 
pendent and traditionally Amer- 
ican methods—methods that have 
built this country. 

Absentee ownership of retail 
stores cannot continue its pres- 
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ent growth and trend without 
the following consequences tak- 
ing place: 


1. Closing the door of oppor- 
tunity for a man to make a 
living for himself and fami- 
ly through owning and oper- 
ating a retail business. 

. A replacement of the inde- 
pendent competitive meth- 
ods of buying with exten- 
sive mass buying power for 
cash is monopolistic in its 
effect and cannot fail to de- 
press prices paid at the 
farm and factory. 

3. Low incomes to farm and 
factory inevitably cause 
unemployment. 

. America’s towns, cities and 
communities have been built 
by independent merchants, 
manufacturers and others 
who took great pride in the 
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home town and community 
where they made their liv- 
ing and brought up their 
children. Absentee owner- 
ship and control have al- 
ready radically altered the 
complexion of the American 
community as easily evi- 
denced by a trip down the 
main street of almost every 
town and city in America. 
Whether America can rest 
secure and maintain condi- 
tions of prosperity for the 
many is a problem now re- 
ceiving the attention of all 
of our legislative bodies, na- 
tional and state. 


We realized that the person 
most seriously and quickly af- 
fected by this new competition 
was the independent retailer 
himself. If anyone lost anything 
he would be the first to lose. And 
there he stood, in his strategic 
position, right on the firing line, 
in daily contact with the Amer- 
ican consumer, here, there and 
everywhere in America, with no 
means of defending his position 
in an organized manner. 


Public Action 


We believed that the time had 
come when the independent mer- 
chant himself should speak up 
and present his case directly to 
the consuming public of this na- 
tion. A program of action was 
prepared. A “Trade Independent” 
campaign was organized. It was 
presented to several groups and 
organizations at the various food 
trades conventions last January 
in Chicago. We received a hearty 
and encouraging response and 
vote of confidence and ever since 
that time our organization has 
been very busy organizing the 
run ways for the launching of 
this campaign throughout the 
land. 

While our association has spon- 
sored this campaign, it in no way 
must be construed as a grocers’ 
activity alone. We happen to 
have a very large association 
membership that reaches into 
practically every city, village, 
and hamlet of the nation and we 
were only responding to a wide- 
spread demand that something 
be done and that an independent 
leadership begin to assert itself. 

The campaign therefore be- 
longs to all independents in all 
lines of distribution. As a pro- 
prietor of a single grocery store 
in my home town of Grand 
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Rapids, Mich., I want to feel 
that I am a part of 1,500,000 in- 
dependent business men of every 
kind and classification and not 
only our group of grocery deal- 
ers. I say this for the reason 
that our problem is a common 
problem and the objective we 
want to reach is the same for all 
independents. 

We decided first of all that our 
approach to the consumer must 
be truthful and entirely pro-in- 
dependent. The independent has 
a complete story of his own to 
tell, making it unecessary to use 
radical and heated argument. As 
a masthead for our theme and 
copy we next endeavored to epi- 
tomize the basis of all out think- 
ing into an “emblem-slogan” to 
act as a beacon light in directing 
the course of public thinking to- 


ward our cause. An effective 
combination was evolved using a 
flag outline, the three “minute 
men” and this brief, effective ad- 
monition to the consumer: 


INDEPENDENCE MADE AMERICA— 
TRADE INDEPENDENT 


This short statement is the 
most truthful and powerful slo- 
gan ever created for American 
business. It is powerful because 
it is TRUE — Independence did 
make America and as our pro- 
gress develops this assertion will 
prove itself—through the use of 
historical and economic fact. We 
can, without any hesitancy or 
the slightest fear, URGE AMER- 
ICA to Trade Independent and 
so preserve our American tradi- 
tions and our other community 


(Continued on page 99) 














(Courtesy Cincinnati Post) 


J. R. GAMBLE, Panama City, Fla., getting some plus service from the two 
messengers who served the NRHA sessions, delivered copies of resolutions, 
etc. Miss Helen Clendening holds the light for Mr. Gamble’s cigar, as Miss 
Doris Mae Myers watches. NRHA Managing-Director Peterson referred to 
these two young ladies as the ‘scenic section” of the convention staff 
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The Free Enterprise 


System Analyzed 





Dr. A. P. Haake, managing-director, National Association of Furniture 
Manufacturers, tells Thursday afternoon session American system of free 
enterprise is most effective way man has yet discovered to bring greatest 
good for the greatest number. Under this system workers’ share of the na- 
tional income was 38% in 1850 and grew to 80% in 1929. Free enterprise, 
inseparable from Democracy, has provided average American with living 
standards unknown and impossible elsewhere. 





,\REE enterprise is the way 
to recovery. Centralization 
of power within govern- 

ment, with ever-increasing con- 
trol over business by dema- 
gogues and politicians, or by 
bureaucrats, leads to lowered 
standards of living, enslave- 
ment of the masses and terribly 
increased hazards of war. His- 
tory teaches us that the de- 
struction of individual self- 
reliance among a people leads 
finally to disaster for that peo- 
ple. " 

Yet, there are many who be- 
lieve that our American capi- 
talistic system has failed and 
must be torn down and replaced 
by some other system. For the 
substitute system they reach 
into the waste-basket of history 
for some system that has al- 
ready failed, not merely once 
but many times. 

I do not merely defend our 
system. I hold it up, particu- 
larly in the form of free enter- 
prise, as the most effective way 
man has yet discovered to bring 
about the greatest good for the 
greatest number. I challenge 
us to test it by its results. 

Capitalism is badly misun- 
derstood. It is essentially a 
system of economic organiza- 
tion under which there is pro- 
duced a surplus of goods over 
what is needed’ immediately to 
keep people alive. Out of this 
surplus comes a fund of sup- 
plies, machinery and _ equip- 
ment. Thus we are able to keep 
people alive during the period 
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during which goods are being 
produced and sold before the 
proceeds of sale can be realized 
and distributed back among 
those who produced the goods. 
Without such a surplus, and 
without such advances and 
equipment, there could be no 
mass production and men would 
starve before they could divide 
the fruits of their common 
labor. 


Capacity 


The productive capacity of an 
individual with his bare hands 
is about one-tenth of one horse- 
power. Capitalism, with its 
tools and machinery and organ- 
ization, has multiplied that by 
fifty, giving the modern worker 
a productive capacity of about 


five horsepower. That is why 
so many more millions can live 
on the earth today with a great- 
er measure of comfort than that 
enjoyed even by kings only a 
few generations ago. 

Freedom of choice, of speech, 
press and religion, competition, 
—the profit motive,—and the 
right of the individual to own 
property,—are the essential ele- 
ments of our economic system. 
They are also the essential 
elements of Democracy itself. 
That is why we cannot destroy 
our economic system through 
government domination with- 
out destroying Democracy at 
the same time. Each is in- 
herent in the other. 

Throygh the profit motive, 
which is simply a restatement 
of the most powerful force in 
nature, workers compete with 
each other, businesses compete 
with each other,.men compete 
with each other to rise in man- 
agement, all to the end of giv- 
ing the consumer more and 
more for his money. Through 
the right to own property, free- 
dom of choice and expression, 
and honest protection of those 
rights without interference in 
them by government, we provide 
the necessary security to make 
effort worth while. 

That is why America, with 
less than seven per cent of the 
world’s population, enjoys over 
forty-five per cent of the 
world’s wealth and income, a 
higher net income than the 500 
million people of all Europe. 
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That is why our present stand- 
ard of living is four times what 
it was 150 years ago, and is 
about twice as high as_ that 
of workers in England and 
Sweden, the two next best off 
countries in the world. 

With all the faults we can 
find in it, our system has never- 
theless distributed wealth and 
income more fairly and widely 
than that of any other nation 
on earth. In 1850 the share of 
the national income going to 
workers was about 38 per cent. 
By 1929 it was over 80 per cent, 
according to a report issued re- 
cently by the United States De- 
partment of Commerce and 
approved by President Roose- 
velt. It has changed very little 
since 1929 and is still the high- 
est percentage of total national 
income going to the workers 
among the nations of the world. 

Nowhere else in the world, 
outside of America, is it possi- 
ble for a man to drive up to a 
relief station, and collect his 
relief in his own automobile. 

But, they have capitalism 
elsewhere in the world, and 
Russia is now almost desperate- 
ly developing her own capital- 
istic system. Why should we, 
with only seven per cent of the 
world’s population enjoy about 
half of the world’s income and 
wealth? Why should we do so 
much better in getting a large 
share of that income to the 
workers of the nation? 


Natural Resources 


Natural resources are not the 
answer. If they were, China, 
Russia and South America 
would be equally well off, or 
better off than we are. 

Labor is not the explanation. 
They have good labor elsewhere 
in the world, and much of ours 
came from other countries. It 
is true that our labor is better 
fed, housed and clothed than 
anywhere else in the world, but 
labor is not the answer. 

Nor is the fund of capital the 
answer, even though we have 
more of it than is available in 
other countries. Other nations 
have excellent capital equip- 
ment and can manufacture 
some articles even more ef- 
ficiently than we do. 

But in one respect we stand 
apart from and superior to the 
rest of the world. Nowhere else 
has there been developed so 
highly and successfully as here 
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the system of free enterprise. 
It is under free enterprise, 
which is inseparable from De- 
mocracy, that men are more 
nearly free to work as they will, 
seek what occupation they will, 
with free competition to spur 
them on and require a maxi- 
mum of service for the rewards 
held out to the profit motive. 

The system is not perfect. It 
never has been entirely free 
and we must constantly fight 
against monopoly, both private 
and governmental. We must 
keep it free of price-fixing by 
government or group; it must 
be kept free of the interferences 
and intimidations of govern- 
ment or group. It must give 
the fullest possible play to sup- 
ply and demand, with open mar- 
kets. We must foster and en- 
courage good sportsmanship 
and decent character and con- 
stantly more effective educa- 
tion. We need, not more laws, 
but better men. 


Eternal Mirage 


National planning and con- 
trol is the eternal mirage that 
lures those who seek easier 
ways out. But such planning 
and control has always failed 
in the past. It failed in our 
own agricultural situation. 

The idea is not new by any 
means. China tried it centuries 
ago. The Roman Empire tried 
it also, both with disaster. It 
has been tried often and always 
failed or resulted in enslave- 
ment of the people as I warned 
you in the very first paragraph 
of this speech. 

Had we had such planning and 
control in our Country we 
should not have had the steam- 
boat, telephone, cable across 
the Atlantic, automobile and 
other great improvements. 
Fitch failed to secure the ap- 
proval of even George Washing- 
ton and Benjamin Franklin for 
the steamboat. Cyrus Field 
finally succeeded with the At- 
lantic cable in spite of discour- 
agements from the _ nation’s 
leaders and “wise men.” Ulysses 
Grant, able man that he was, 
could not understand who would 
ever want to use the telephone, 
and Henry Ford raised his cap- 
ital, not from the great leaders, 
but from other fools like him- 
self who were willing to risk 
their money for the sake of 
promised profit. Always, even 
with the nineteen great new in- 





dustries developed under free 
enterprise in this country, while 
not a single government in the 
world developed such _ enter- 
prises, it has been the private 
enterpriser, with fanatic devo- 
tion to an idea and a country 
which gave him the necessary 
freedom and opportunity, who 
has developed the great ideas. 
Governments impede. They do 
not lead. Their function is to 
see that the rules of the game 
are observed, but not to play 
the leading part in the game. 

It is sometimes charged that 
the rich grow richer and the 
poor grow poorer and that the 
income, meaning wages partic- 
ularly, is not fairly divided. We 
have seen that the facts show 
that the poor grow to have more 
of the national income, instead 
of less. As for fairness in de- 
termining wages, there may be 
some question. 

But, if wages are not to be 
determined by the forces of de- 
mand and supply expressed 
through bargaining, how else 
can they be determined? I sup- 
pose we might appoint a com- 
mittee, right here and now, to 
fix the wages of you men. Let 
me be on the committee with 
any two of the rest,—and the 
only thing I can guarantee you 
is that the three of us on the 
committee, and perhaps our 
friends, will get a square deal. 
And, also, that each mother’s 
son of you will be wanting to 
get on that committee. 


Division of Wealth 


We know that would not 
work. We know that wealth 
cannot be evenly divided. 
Even if it were it would not stay 
that way. If we divided the 
wealth in this room right now, 
I’d only have to turn loose a 
little pair of dice, and in twenty 
minutes you’d have to redistrib- 
ute the wealth. 

Some one points out that Joe 
Louis, the fighter, gets about 
$300,000 for less than three 
minutes’ work in cracking the 
spine of a Nazi. That is more 
money than many of you men 
will make in an entire lifetime. 
Is Joe worth it for only three 
minutes of batting a German 
around the ring? Of course, 
he is. If that is what people 
want, and they are willing to 
pay that much for it, that is 
exactly what it is worth. Little 
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Shirley Temple is making a lot 
of money. But her income stops 
when you folks stop dropping 
the coins to see her pictures. 

I used to be a college profes- 
sor. I had the high ambitions 
and ideals that visualized me 
leading young women and men 
up the heights to education and 
culture,—for five dollars a day. 
One day our kitchen faucet 
leaked. We called a plumber. 
Like every good plumber he for- 
got his tools on the first trip 
and had to go back and get them. 
When his job was done, Mrs. 
Haake and I figured out that he 
was making about ten dollars 
a day. That seemed screwy. 
For building manhood and wo- 
manhood through my college 
courses, five dollars a day. For 
mending faucets, ten dollars a 
day. Well, if I did not like it, 
the thing to do was to be a 
plumber. And, at that some 
folks would make much better 
plumbers than teachers. At 
least they might do less dam- 
age. 

Greater Rewards 


If I wanted the greater re- 
wards of teaching, then I would 
have to take the punishment of 
the earlier years. No, my 
friends, our present system 
works out with surprising jus- 
tice, when all is considered. It 
is not perfect, but that is the 
fault of ourselves rather than 
the system. 

What we need to do is to 
make our system work. Take 
off the chains, take the water 
out of the gas, remove the ob- 
structions in the path, and give 
men a heart to go ahead again. 
We need more consumer-buy- 
ing. That will come when men 
are surer of their jobs, when 
business has sufficiently good 
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prospects to give that assur- 
ance. We need more invest- 
ment and expansion of indus- 
try, and that must come before 
wages are raised arbitrarily. 
The investment will come when 
business becomes profitable and 
investors are no longer afraid 
to risk their money. We need 
better labor relations. They 
will come with better under- 
standing between management 
and men, not through laws that 
load the cards to either of the 
players. 

But it is not enough that gov- 
ernment stop its interference 
and intimidation, bad as those 
may be. Business itself must 
accept the responsibility and 
make the system of free enter- 
prise work. We cannot ask for 
favors from government out of 
one corner of our mouths and 
damn the government for inter- 
ference out of the other corner. 

Recovery will not come on a 
national scale. It will come as 
millions of individual citizens 
stop holding out their hands for 
free manna and instead once 
more recognize the old virtues 
of industry, thrift and self-re- 
liance as the basis of national 
character. It is all right for 
me to help you, but I must not 
expect you to help me. There 
is a world of difference in those 
two attitudes. 

Recovery will come when in- 
dividual businesses make them- 
selves more efficient and solve 
their own problems. Business 
can be created and confidence 
can be fostered. It will come 
when entire communities stop 
breeding hate and misunder- 
standing and coordinate’ the 
forces within themselves to bring 
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about their own improvement. 
We shall effect recovery by 
making everybody busier and 
government less of a busy-body. 

The future is bright indeed, 
if we can save Democracy and 
free enterprise. The old fron- 
tiers are gone, but there have 
arisen new frontiers, reaching 
much farther than ever did the 
old. There are intensive devel- 
opments, new industries, new 
methods, greater utilization, 
and a host of possibilities which 
are not yet developed, to bring 
us a greater prosperity and hap- 
piness than we have yet known. 

And, in all of this, it is well 
to remember that there is still 
a God in the Heavens, a God who 
does not change His rules and 
laws just because we do not 
like them. A renewal of rever- 
ence for that God, a worship of 
Him and His truths, adapting 
ourselves to His laws in the 
building of our lives, is the 
most essential of all that must 
be done to right present wrongs 
and follies. 


Trade Aisocistions 
and the Law 


JT 7 NDER the above title, John 

J. Wicker, Jr., Richmond, 
Va., attorney addressed the 
N.R.H.A. Tuesday morning ses- 
sion. Space does not permit 
publication of his remarks in 
this issue. Our next issue, 
dated August 24, 1939, will con- 
tain Mr. Wicker’s talk, practic- 
ally in full. 







The Year of Jubilee 
—/ hat Moses Did About It! 


O hear people talk, you'd 
think unemployment was 
something new under the 
sun, that had suddenly ridden into 
our lives on the backs of well- 
oiled machinery—much too well- 
oiled, they say. As if the indus- 
trial revolution were to blame! As 
if everything had been milk and 
honey for the common man be- 
fore this  green-eyed 
dragged a belt-line across our fair 
fields and through our lush forests, 
leaving them sere and waste; as 
if famine and pestilence had not 
decimated whole populations 
and then, from the 
heginning of time! 


monster 


every now 


No Civilized Famines 


Come to think of it, there has 
been no famine and pestilence in 
the civilized world since the in- 
dustrial revolution! You are quick 
to recall the plight of Russia in 
1919; of China practically every 
season; but, if you are a reason- 
able man, it occurs to you at once 
that Russia in 1919 was a disor- 
ganized land and that Chinese 
civilization is Oriental—unwest- 
ern — uncivilized as far as our 
comprehension is concerned. At 
least it is conspicuous for the 
total absence of machinery and 
doctors over vast areas. 

As a matter of fact, there is rea- 
son to suppose that the doctors 
have been doing their jobs too 
well. They are breathing life into 
still-born babies; they are en- 
couraging people with one foot in 
the grave to keep the other foot 
out for 40 or 50 unexpected years; 
eventually, like Voltaire. to die of 


68 


By SAUNDERS NoRVELL 
touched up by 
WILSON OLIVER 


drinking too much coffee at the 
age of 84 or so. These doctors of 
ours are showing us how not to do 
some essential things such as hav- 
ing babies and dying. Consequent- 
ly we are growing older, there are 
fewer children and more old 
people. We are learning to live 
longer, but we are not learning 
any new tricks. Maybe that is the 
root of our difficulties. At any rate, 
it is a well-known fact that the 
wrong people are propagating like 
rabbits while the best people are 
leaving their fortunes to institu- 
tions because they have no child- 
ren. Such is the tendency of the 
times, and woe to civilization if it 
is not arrested and at once. It 
means that spindle-shanks and 
grey-beards are cluttering up the 
highways and the byways, interfer- 
ing with the work that has to be 
done if this is to become a better 
world to live in. And really, this 
world could do with a great deal 
of improvement. 


A Crazy World! 


It is a paradox that the machine 
plays havoc with the lower classes, 
who do the least to counteract its 
effects by the simple expedient of 
limiting the production of future 
employables. And it is a mistake 
to suppose that the trouble is that 
the poor are too poor to avail 
themselves of the means of regu- 
lating the production of mouths 
to feed that may never become 
“hands” in mill or field. Indeed, 
it is a crazy world. Is that why it’s 
so interesting? 

So far, generally speaking, there 
has been little progress in mecha- 


nizing executive and_ intellectual 
activities, you will notice. 

“The rich are growing richer 
and the poor poorer.” Is that so? 
And when, in the world’s history, 
wasn’t it so, or didn’t it at least 
seem so? For, in fact, it isn’t so. 
Wiseacres are apt to say that the 
first million is the hardest to make. 
Nothing could be farther from the 
truth. The first million is the 
easiest. The world is full of cau- 
tious clerks who have saved a dol- 
lar a week all their lives and leave 
four or five thousand dollars be- 
hind them, but every millionaire 
worth his millions loses his shirt 
once in a while, and never escapes 
the Grim Reaper’s little brother 
the tax gatherer. 


How Will It End? 


It is all quite fascinating, to be 
sure. How will it end, one 
wonders? Well, anyway, end for 
our epoch? Probably this is not 
an “epoch” we are living in, 
though. It is more likely an inter- 
lude between epochs, or the death 
of one heralding the arrival of an- 
other, perhaps a less agreeable 
one. One thing is certain, civiliza- 
tion often changes its dress but 
can never escape the accumulated 
experience of the past. “Very deep 
is the well of the past.” These are 
the opening words of the un- 
finished story about the biblical 
Joseph, son of Jacob, by Thomas 
Mann, perhaps the profoundest 
novelist of our time, who turns 
back in his thought 4000 years, 
not to escape from unwelcome 
reality, but to find in the well of 


HARDWARE AGE 





ANNOUNCE 


AN ENTIRELY NEW AND GREATLY IMPROVED 
SHOVEL FORGED BY PATENTED PROCESS, 
THAT IS LIGHTER, STRONGER AND TOUGHER 
IN BOTH BLADE AND HANDLE. ITS BALANCE 
AND FEEL MATCH THE PERFECTION PRE- 
VIOUSLY OBTAINED ONLY IN MECHANICS’ 
SMALL TOOLS OF FINEST QUALITY. 


The TRUE TEMPER 


TAPER FORGED SHOVEL 


Taper Forging (Patent No. 1,898,590)—an advance in 
shovel making equal in importance to Solid Shank 
Shovels which were also developed by TRUE TEMPER, 


By Taper Forging, shovel and blade are forged in 
one piece from a bar of steel. The Taper Forging pro- 
cess obtains thicker forged sections at points of strain 
and wear, but retains a keen thin tough cutting edve 

which enters any type of material 
with maximum ease. A stronger 
shovel, lighter, better balanced—No 
welds, No seams—No excess weight. 


NEW TUF-HIDE FINISH 

ON BLADE AND HANDLE 

Fire tempering from tip to tip not 

only hardens and toughens the blade. but sears and 

closes the pores of the ash handle as well. This heat 

treatment, besides hardening the ash handle, protects 
it from insects and weather. 


A NEW WORLD’s CHAMPION SHOVEL VALUE— 


True TemPer’s Taper Forged Shovel with Tuf-Hide 
finish on blade and handle. 
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Taper Forging, Patent No. 
1.898.590. Shovel cut this way 
shows how taper forging 
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A TWO DOLLAR SHOVEL 
TO SELL FOR LESS THAN 
$150 





The new TRUE TEMPER Taper 
Forged Shovel with Tuf-Hide finish 
on blade and handle, gives you qual- 
ities you might expect in a $2.00 
shovel—plus new, exclusive features: 

Fire Hardening from Tip to Tip 

Perfect Balance 

Lighter Weight 

Greater Strength 

Extra Toughness 

Faster Scouring 
... features never before available 
in any shovel—all at a price that 
permits you, if you so desire, to 
retail this shovel well under $1.50. 


The TRUE TEMPER Taper Forged 
Shovel is “A New World’s Cham. 
pion Value”. Use it to— 





1—Eliminate mark downs—it’s a 
super value at the price. 
2—Reduce your stock-keeping 
items—meets the requirements 
of 80% of your customers. 
3—Increase your profits. The 
merchant who offers this new 
value will make more sales 
at a better profit. 
Free, Shovel Salesman Display with each 
initial order of one dozen. Write to the 
makers of: 
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THE AMERICAN FORK & HOE CO. 
Keith Building + Cleveland, Ohio 
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TRUE TEMPER Two-Fisted Top. New, sturdy, stream 
lined top—big enough for the largest fist—roomy enough # 
it can be grasped with both hands for tamping. Socket splil 
—to give spring socket effect. 
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the past the true explanation of 
the present. 

I, too, turn to the past, not to 
explain the present so much as to 
show that there is nothing essen- 
tially new about the difficulties we 
are contending with. Pick up your 
Bible and turn to Leviticus. There 
you find Moses struggling boldly 
and hopefully with unemployment, 
public health and the equable 
distribution of property. 

Distance lends enchantment, no 
doubt, but in perspective Moses 
does seem to have been endowed 
with an uncommon amount of 
hard-headed realism. None of your 
hysterical Hitlerisms about him; 
nor of the posturings of a leader 
of Blackshirts, any more than a 
Munich mentality, or the elephan- 
tine New Deal memory for past 
rebuffs. In short, Moses was a 
man and a leader! He was too big 
to be a bully, to lose his head in 
fright or to waste his time in spite. 

Early in his career (we may 
presume) Moses perceived that 
certain types of character rose 
above their fellows. There was, as 
there is and always will be, a 
tendency for wealth and position 
to gravitate in the direction of the 
men whose acquisitive instincts 
were most sharply developed: 
men who could do without today 
for their greater pleasure tomor- 
row; men whoedo things rather 
than wait to be told what to do: 
men who combined caution with 
confidence in their own judgment 
and ability. These men were the 
managers of the economy of the 
Chosen People—by default. They 
did because they could. They be- 
came rich, sometimes almost in 
spite of themselves. Money stuck 
to their fingers. They rejoiced in 
power, which meant responsi- 
bility. It was theirs by default, for 
there is nothing that little men 
avoid or detest so much as 
responsibility, unless it be think- 
ing. So they put the little men to 
work for them and they profited 
by the labors of the little men. 
Why not? Without them the little 
men would have rotted by the 
roadsides. 

In the nature of the case, then 
as now, the lazy, the timid, the im- 
provident and the stupid wasted 
their substance in riotous living. 
or let it dribble through their 
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slack fingers; not neglecting, how- 
ever, to breed many children 
destined forever to be the patient 
servants of their betters. Human 
nature being what it is, there was 
nothing else to expect. 

Moses saw, and reflected, even 
as we do now, as to what will 
come of all this? The progressive 
concentration of wealth was a 
problem then, as now. The solu- 
tion of Moses was the 50-year 
jubilee. I have asked many friends 
what they supposed the year of 
jubilee to have been. Without ex- 
ception they assumed, a little 
vaguely, that it was a spectacular 
celebration of some sort, perhaps 
religious in nature. None of them 
were aware that it was a radical 
experiment in economics, nothing 
less than a grand unscrambling of 
wealth. All debts were cancelled, 
slaves and bondservants freed and 
lands restored to their former 
owners. It was a year of great re- 
joicing, which is nothing to 
wonder at, under the circum- 
stances. 


Years of Wisdom 


Now, Moses, full of years and 
wisdom, was not the man to delude 
himself with the notion that one 
such experience would be enough: 
that the freed slave would take 
special care to remain free; that 
the former nerve-wracked debtor 
would treasure his independence: 
that the restored landowner would 
husband his acres. No, there were 
still the exceptional and the com- 
monplace in human character, as 
it was in the beginning and ever 
shall be until the end of time. 
which has no end. There were still 
deeds to be done to keep the com- 
munity running, and there were 
still those, relatively few, able and 
willing to take affairs in hand— 
the community’s and their own. 
The inevitable result was that the 
few rose to dizzy heights of power 
and wealth, while the many sank 
again into their predestined roles 
as debtors and slaves. So it was 
that the jubilee was _reenacted 
every 50 years. 

I am not sure what lessen we 
may derive from the Mosaic law 
of the Year of Jubilee. Society is 
more complex now, but this much 





can be said: that the Mosaic law 
about property had a compre- 
hensible purpose and it worked. 

Immediately after the year of 
jubilee there was plenty in incen- 
tive for the enterprising to under- 
take all sorts of activities. In the 
life of the individual 50 years is a 
long time——plenty of time to reap 
and enjoy rich harvests. And, of 
course, in no time after a year of 
jubilee, the unequal division of 
wealth and power and _ privilege 
was as marked as ever before. But 
there was a difference—the pros- 
pect of an automatic adjustment of 
debt and other property relations 
every 50 years was a restraining 
influence on the more imaginative 
and unscrupulous individuals 
whose meteoric careers always 
bring discredit to the principle of 
individual initiative. Debts could 
be contracted and loans negotiated, 
but with the sobering realization 
that the sky was not the limit. 
Fifty years was the limit, the man 
of sense regulated his obligations 
and accommodations with strict 
regard to the calendar. Debts were 
automatically limited and under 
constant control. “And if thou sell 
ought unto thy neighbour, or 
buyest ought of thy neighbour's 
hand, ye shall not oppress one an- 
other.” 

“According to the number of 
years after the jubilee thou shalt 
buy of thy neighbour, and accord- 
ing unto the number of years of 
the fruits he shall sell unto thee.” 

“According to the multitude of 
years thou shalt increase the price 
thereof, artd according to the few- 
ness of years thou shalt diminish 
the price of it: for according to 
the number of the years of the 
fruits doth he sell unto thee.” 

Suppose, in this country, we 
should enact that at some specified 
future time all debts of any kind 
would be remitted. Just imagine. 
if you can, how it would change 
our credit system. We could no 
longer pay our debts with new 
loans. Peter would no longer be so 
ready to lend us the money to pay 
Paul. All debts would have to be 
amortized in such a manner that 
all could see and understand. Our 
failure to create some such plar 
to control our debt structure is the 

(Continued on page 95) 
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New and Improved Merchandise—Display Helps—Sales Literature— 
Window Trims — New Packages — New 


Portable Home Coolers 
Included in the Forker line of home 

coolers is an apartment application in 

which the fan is installed on the upper 





part of the kitchen window where it is 
out of the way. According to the manu- 
facturer, as the fan quietly exhausts air 
through the kitchen window, fresh air 
rushes in through other windows to cre- 
ate an invigorating flow of air. Cooking 
smoke and odors are removed without 
being carried through other rooms. 
These coolers are sold as a package unit 
that includes the fan mounted on a 
finished plywood panel, guard, switch, 
plug, and two heavy brass hooks for 
hanging. Installation involves no altera- 


Nursery Utensils 


These permanently decorated vitre- 
ous enamel nursery utility items are 
fabricated from the same materials used 
in the Memco Decorated vitreous en- 
amel cooking utensils. They have the 
same non-porous surface which is said 
to be resistant to food acid and stains. 


tions or expense. Made in three sizes, 
16, 20, and 24-inch fans with air capaci- 
ties of 2500 c.f.m., 3500 c.f.m., and 4500 
c.f.m., respectively. The Forker Corp., 
1614 Prospect Ave., Cleveland, Ohio. 


Lower Prices on Clippers 


The Brown & Sharpe Mfg. Co., Provi- 
dence, R. 1., has announced new prices 
for its entire line of hair clippers, and 
also the withdrawal of its No. 3 size. 
All sizes of these hair clippers, except 
the “Tapering” model are now available 
at the new price of $3.00. The “Taper- 





ing” model is priced at $3.50. The com- 
pany states that these hair clippers at 
the new low prices have the same clean 
cutting qualities, the same life and the 
same reliability. 


These appropriate nursery decorations 
are available on this gleaming white 
ware which is trimmed in blue. They 
are “Mary, Mary, Quite Contrary,” 
“Little Boy Blue” and “Baby at Play.” 
The Moore Enamaling and Mfg. Co., 
West Lafayette, Ohio. 
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Colors — Catalogs 


Tire Display Stand 

This DeLuxe display stand, No. 101, 
of metal, when placed inside the front 
door, will attract attention. Its stream- 





lined design gives it special prominence. 
Stand is finished in chromium and ma- 
roon. It holds three tires and top unit 
is especially designed to display a 6.00- 
16 casing. Metal pockets place tire 
literature within easy reach of car own- 
ers. Shipped transportation charges pre- 
paid. The Mansfield Tire & Rubber 
Co., Mansfield, Ohio. 
Tool Catalog 

Kraeuter & Co., Inc., Newark, N. J. 
—catalog on pliers, wrenches, chisels, 
automotive.and machinists’ tools. 
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Look at ‘em, Son... Wy good bolls. 


Tes well to know the facts about Bethlehem Bolts and Nuts. 
Quality is uniformly high. Threads are clean and smooth-fitting. 
Wrenches take a snug, sure fit on heads and nuts. 

Worth knowing and remembering, too, are the bright and attractive red-and- 
white labels on the cartons. They’re easy to see on the shelves. Customers recall 
them and ask for them a second time, repeat orders that increase business. 
That’s the best of all reasons why the Bethlehem line of bolts and nuts is a real 
business builder. 

Ask your distributor about this attractively packaged line of bolts. 


Machine 


Bethlehem Bolts are packaged in cartons in the following sizes: , 
and Carriage 





DO TE: 
as 5."" and 3/." bolts up to................. 51/2!" long 
te", 2" and >," bolts up to.................| 3/2" long 


Some longer bolts are packaged in paper with the same attractive label. 


THLEHEM STEEL COMPANY 
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“Talk Timer” 


Shows at a glance how much of the 
telephone call is left because the auto- 
matic bell rings 15 seconds before the 
three or five minutes are up. Twist of 





handle winds and sets it. Has chro- 
mium dial with bright red letters con- 
trasting with black bakelite case. Timer 
may be used for other purposes requir- 
ing timing from one to five minutes. 
Phone-O-Meter Co., 393 Main St., 
Orange, N. J. 


Painter’s Items 

The 1939 line of Red Devil P13 putty 
knives and wall scrapers feature red 
Tenite handles and blades of mirror- 
polished tool steel. These handles, 
maker states, are non-inflammable, non- 
shrinkable, and non-absorbent, and 
cannot chip, split or break. Blades 
are of high carbon tool steel, tempered 
and full taper-ground under water. 
Blades are locked to handle with solid 
brass compression rivets. P13 putty 


Kitchen Tool Packages 

Display packaging for six items in 
the A & J kitchen tool line, includes a 
brilliant red and blue easel display fea- 
ture, which is a part of the regular 
package and lifts right out of the box 
ready for use. A few of the items are 
mounted on the easel and the remainder 
are contained in the box behind the 
easel for quick access by the dealer. 
This package has been adapted for the 





knives are now available in stiff and 
flexible models with 1%, 144, and 2 
in. blades. P13 wall scrapers are made 
in stiff, flexible and super-flex models 
with blades 2%, 3, 3144, and 4 in. wide. 
Also new is a glazier’s chisel and bent 
putty knife with 144 and 1% in. blades 





and red Tenite handles. These items 
are put up in attractive display pack- 
ages. Landon P. Smith, Inc., Irving- 


ton, N. i. 


Furnace Pipe and Fittings 


In the new Milcor furnace pipe and 
fittings catalog, No. 35-A, are 48 pages 
of illustrations and specifications. A sec- 
tion of the catalog is also devoted to 
Milcor forced air pipe and _ fittings. 
Many important construction features 
have been added and a number of new 
fittings included. Milcor Steel Co., Mil- 
waukee, Wis. 


A & J Miracle can opener in a two- 
dozen pack; a double end fruit baller 
in a dozen pack; an apple corer and a 
parer in a dozen pack; an enameled 
handle ice pick in qa dozen pack; a 
white rubber plate scraper in a dozen 
pack, and the patented finger rest par- 
ing knife in a two-dozen pack. The 
illustration shows the former method 
of packaging these items. Edward Kat- 
zinger Co., 1949 North Cicero Ave., Chi- 
cago, Ill. 


COMER = PARER 





Garage Door Hardware 


R-W No. 1399—requires one standard 
set for any opening up to 8 by 8 ft., 
door weighing not more than 250 lbs. 
Requires only 4% in. clearance above 








top of opening. One-inch minimum 
side wall space required. Can be in- 
stalled on new or old doors at low cost. 
Adequately weatherstripped, noiseless in 
operation. Richards-Wilcox Mfg. Co., 
Aurora, Ill. 


Scrapers 





In the “Safety” razor blade scraper, 
the blade may be exposed or concealed 
in a second by a light push of the 
thumb. No screws or nuts to loosen 
or tighten and no need to touch the 
blade. Blade is easily replaced. The 
floor scraper is made in three sizes. 
Curved blade is double-edged so that 
when one edge becomes worn it may 
be reversed. It is also adjustable and 
as wear takes place it may be moved 
forward by loosening the clamping 
screw which holds the curved steel re- 
inforcing plate firmly against the cut- 
ting blade. Forward edge of reinforcing 
plate contacts and applies pressure 
about 1/16 in. back of the blade’s ac 
tual cutting edge. Handle provides 
comfortable grip with ample space pro- 
vided for applying pressure over the 
blade with one hand while drawing the 
tool forward with the other. Warner 
Mfg. Co., 901 16th Ave., Minneapolis, 
Minn. 


Savage Catalog 


The Savage Arms Corp., Utica, N. Y.. 
has issued a new 23-page catalog show- 
ing the various sporting arms and 
cartridges produced by the company. 
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“THAT TRADE MARK MEANS A LOT 
TO MY CUSTOMERS AND TO ME” 








6s 
represent a good round 14% of my hand tool on enn aaa 
sales. This certainly makes a fair profit margin worth while, Your Guide To 
doesn’t it? And that trade mark means I'll get it! File Quality 
“Another thing. A lot of money has been spent to make 
that trade mark familiar. It’s trusted by my customers. I 
figure that’s the kind of trade mark I want on my tool lines. 
“Then too, that trade mark stands for good packaging 
. - - good display. Like the No. 46, 56 and 66 Retail File 
Display Units. And the Handy File Display Unit. Customers 
sell themselves. All I do is ring up a fair-profit sale. 


“Those are some of the reasons I always write ‘Nicholson’ 


ON OTHER SIDE 


a : r 4 Your Guide To 
too.” Nicholson File Company, Providence, R. I., U. S. A. Shape and Cut 


in my want book when I need files. You'll find it pays, 


Canadian Plant, Port Hope, Ontario. 


AN 
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Compound Action Snips 


“Metal-Master”—furnished to cut 
either to left or to right. Used for avi- 
ation, air conditioning and sheet metal 








curs Lert 


industries. Cut circles, squares, and any 
irregular patterns on stainless, Dural 
and Monel metals. Compact in size to 
fit pocket. All parts interchangeable. 


J. Wiss & Sons Co., Newark, N. J. 
Wringer Roll Catalog 

The Lovell Mfg. Co., Erie, Pa., las 
issued a catalog featuring illustrations 
and specifications of almost 200 differewt 
styles of washing machine wringer roll. 


Corner Shields 





Keep corners free from dust and dirt 
and make them attractive looking. 
Shields are ready to be applied and re- 


Home Incinerator 


Consumes wet or dry garbage and 
burnable rubbish using only the waste 
as fuel. Portable, 24 inches in diam- 
eter, less than 3 ft. high with ca- 
pacity of three bushels. Connects to 
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quire no screws, bolts, hammers or 
screw drivers. Shield is put into posi- 
tion and pressed into place. Smith 
Corner Shield Co., 1117 Xerxes Ave., 
South, Minneap lis, Minn. 


“Showerway” for Hand 
Washing 


Warm showering water is released by 
a foot pedal and liquid soap comes out 
all around a soap plunger, cleaning it 
each time it is used. Water is held in 
a six-gallon stainless steel tank in unit 
itself. Water is heated right in the unit. 
In case of electrically heated models, 
water is thermostatically controlled to 





remain at same temperature. “Shower 
way” is made in three models: one for 
use where no running water or elec- 
tricity is available, another where elec- 
tricity is available but no running water, 
and the third, automatic model is used 
where both running water and electricity 
are both available. Size is about that 
of a small refrigerator. Fabricated of 
metal throughout, body is finished in 
green enamel, bowl in light green por- 
celain enamel. Lyon Metal Products 
Co., Aurora, Ill. 


any flue. Slotted lining in fire cham- 
ber claimed to deodorize materially 
burning refuse. Has steel shell fin- 
ished in aluminum and black. Top 
liner, grates, and bottom plate of heat- 
proof cast semi-steel. Majestic Com- 
pany, Huntington, Indiana. 





Circulating Heater 
Metco “Cleanfire”’—Model No. C-88— 


has two eight-inch burners with separate 
heating units. This heater may be 





equipped with circulating fan at the 
factory or in the field by attaching to 
the back panel with four screws. Fan 
has three-speed rheostat switch wired to 
fan motor (36 watt) before shipment 
and six feet of cord with socket plug 
and is rated at 324 c.f.m. Other features 
of this heater are: convenient front dial, 
concealed fuel tanks and humidifier, rec- 
tangular fire box, sludge trap, low flue 
outlet for fireplace, and easy to read oil 
gage. Finish is hand-grained walnut of 
baked enamel. Metal Door & Trim Co., 
La Porte, Ind. 





Cast Iron Butts 


P. & F. Corbin, New Britain, Conn., 
has issued a folder describing and illus- 
trating its new cast iron butt. 





Creek Chub Lures 


The Creek Chub Bait Co., Garrett, 
Ind., has issued a catalog showing its 
lines of lures, including the new “Ding 
Bat Family.” 

“Spring-Bak” Fence Post 

Constructed with inner-spring fea- 


ture that allows it to be bent to full 90 
deg. in any direction and yet pulls back 





ALWAYS STANDS 
UPRIGHT 





upright, according to maker. Stands 20 
in. high above the ground. Finished in 
either green with silver top or all-alumi- 
num. Easily installed. Berghman Co., 
1417 Washington Blvd., Maywood, Ill. 
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"DEALERS SALES OF RED DEVILS ARE 
ben UP, UP, UP+- for 74 years running - 
sroving Quality Performance brings 








Steady Turnover regardless of the Times. 
1932 2 8 1933 #3 2 135 1935 2 Bt 


1938 


PRODUCTS 
LANDON A STN, Ws IRVINGTON, WN. J. 
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Rad Devil, 




















... a Bigger, More Profitable Line! 


Send for Free Catalog—UNITED STOVE CO., Ypsilanti, Michigan 





DEPENDABLE I) 





POULTRY NETTING 


@ Tell your customers—"“WICKWIRE NETTINGS — 
RUST!” Point out the three com- : 
plete turns at the twist, the 





heavy galvanizing, perfectly Men. CHICK | 

filling the twists; making a foe nave Poultry | 

stiffer, stronger, longer lasting prone sera meshes, hares | 
Tai 

fence. QTell them also that Ont, stays tight, | 

when rough usage, weather NET. -WICK | 


Straight Jin 


and wear eventually rupture 
the coating — Wickwire de- saemeces 
pendable Open Hearth Steel rails. No buckle or sop. 
Wire will still FIGHT RUST. 


WICKWIRE BROTH ERS 


Sar ey LAN Reese EC OW =o * ®** 

















SOME SET-UP! 





(Reg. U. 8. Pat. Off.) 


ASBESTOS WICK 


TT famous rock weave Flamemaster 
Wick, woven as only Triplewear weaves 
it—“‘open” texture to permit free flow of 
oil, but without loss of substantial “body” 
in the fabric. A wick that makes and 
holds friends because it gives 100% 
satisfactory service! That’s the first thing 
we hand you. And to that we add 
Modern Merchandising! 
FLAMEMASTER DISPENSER. Does away 
with the obsolete bulk-roll system with 
its confusion and loss of stock through 
mistakes in cutting. Stove Guide on front. 
A silent salesman, stock container and 
dispenser in one! 
SPECIAL DEAL—400 feet of wick in 4 golls of 
100 ft. each, in these popular widths: 7%”, |”, 
1%", 1%”. All metal Dispenser lithographed 
in 3 colors. Dispenser alone could not be 
duplicated for less than the price of 5p.75 
the entire deal. Price, Dealer's net 
BOXED STOCK. Cut-to-fit Sets and Rolls in 
handsome 3-color individual boxes. Complete stove 
and burner data on back of every box. All popu- 
lar widths, with or without tips. 

FREE DEALER AIDS. Attractive 2-color 

Window-Streamers. Up-to-date Stove data. 

Metal lighters, 6 FREE with every Dis- 

penser. 
Hook up with Flamemaster for big profits 

and a bigger wick business. 
Mail this ad to your jobber with your name 
and address written on margin. Write us 
can’t supply you. 
TRIPLEWEAR, PATERSON, N. J 
Sold Exclusively through Hardware Jobbers 











if you are going to change your address 


please notify the CIRCULATION DEPARTMENT 
at least 3 weeks before you move. 


HARDWARE AGE, 239 West 39th St., New York, N. Y. 
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August 10, 1939 


ADVANCES 


Some sizes nails. Copper. Zinc. 

Diamond lawn fence. Prairie corn cribs. 

American corn cribs. Hardware cloth. 

Poultry netting. Some weldless chain, 
fittings. 

Certain tools. Cotton sash cord. 

Leather, leather faced gloves, mittens. 

Marine hardware. Certain skis. 

Some flashlights. One number roller 
skates. 

17 and 18 gage poultry fence. 

Some chain. Copper sulphate. 

Copper and brass products. 

Weldless chain. Jack, ladder chain. 

Corn cribs. Roll roofing. 

Certain deadlocks. 


DECLINES 


Some sizes nails. One glass teakettle. 
Certain tools. Hair clippers. Staples. 
One make tennis balls. 

Some flashlights. 

Competitively priced vacuum bottles. 
One air conditioning unit. Some skis 
One line sleds. One line squares. 
Spring clothes pins. Stove bolts. 

Wood screws. Cast pitcher spout pumps. 
Smooth wire. Barbed wire. 


PRICES REAFFIRMED 


Competitively priced snow shovels. 
Sash chain. 


ADVANCES EXPECTED 


Cotton gloves, mittens. 
Closet bowls, tanks. 
Cotton lamp, stove wicks. 
Fire extinguishers. 

Some farm tools. 
Harness and strap. 


Revised Nail Prices — Lead- been revised and show reductions for 
ing producers of wire nails last some sizes and advances for others. 
month issued revised extras to be- while a number of sizes remain un- 
come effective on August 1. Extras changed. New prices provide extras 
which long had been in effect have for both fence and netting staples, 
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which will henceforth be sold on the 
base price for nails. 


* * * 


Old and New Extras Com- 
pared—The following table shows 
changes made in common nail ex- 
tras, per 100 lbs.: 


Size Old August 1 
2d $1.65 $2.10 
3d 1.15 1.60 
4d 80 95 
5d .70 85 
6d 60 .70 
7d pa 60 
8d 50 50 
9d A5 A5 
10d 40 40 

12d ao 40 
16d 30 35 

20d to 60d 25 35 


Other best sellers compare as fol- 
lows: 


Po.isHeD Box NAaiLs 


Size Old August I 
6d $0.65 $0.95 
7d .60 85 
8d ap .70 

PoLisHED FinisHinG NAILs 

Size Old August I 
4d $1.45 $1.65 
6d 80 95 
8d 65 65 
10d ao 55 


GaLvANizep Barsep Roorine NaILs 


No. 1] 

im" $3.50 $3.70 
1% in. 3.40 3.55 
1% in. 3.30 3.40 

C. C. CooLer 
4d $1.55 $1.50 
6d 1.15 1.10 
8d 75 75 
10d 65 65 
C. C. Sinker Nats 

4d $1.55 $1.55 
6d 1.15 1.15 
8d iio 80 
10d 65 .70 
16d A5 .60 
20d 35 55 
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Dealers and Users 
EVERYWHERE 
Salute the New MYERS 
EJECTO Line . .- - 





ODAY, dealers and distributors the country over 
recognize in the new line of Myers Ejecto Pumps 
and Water Systems those features which are essential 
to satisfactory automatic performance in this type 


of system. 


Better design, attractive finish, precision engineer- 
ing, high grade materials, exclusive features—Myers 
Ejecto Pumps and Water Systems have those built-in 
values which insure long-time, trouble-free service 
that invariably accelerates business in any commu- 
nity for those who sell and install them. 


There’s a lot of satisfaction in selling a line that 
is a winner. There’s profit, too! If you are not al- 
ready familiar with the line and the possibilities it 
offers in your own locality, write us for catalog and 


complete information. 





THEF.E.MYERS & BRO.co. 


ASHLAND, OHIO, U.S.A FIG. 3135 





PUMPS — WATER SYSTEMS — SPRAYERS ~—HAY TOOLS — DOOR HANGERS 
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PouisnHine Castine NaILs 


8d $0.60 $0.60 
Biuep Piaster Boarp Nalts 
No. 13— 
1% in. 2.10 $2.05 
Buiuep (Fine) Latu Nats 
3d $1.95 $2.45 
* * * 


Other Wire Products Changes 
Effective July 10, dealer prices for 
carload orders (40,000 Ibs. or more) 
of nails, staples, barbed and smooth 
wire were reduced 5 cents per 100 
pounds, so that nails. in carloads, 
now are at $2.40 base. Prices for 
L.C.L. orders are unchanged, with 
the nail base still at $2.60. On the 
same date, dealer L.C.L. prices on 
Diamond lawn fence, Prairie corn 
cribs, and on 17 and 18 gage poultry 
fences, were advanced $3.00 per ton. 
American corn cribs were marked up 
$6.00 per ton for L.C.L. orders. 


* * * 


Hardware Cloth—In line with 
the growing sentiment toward price 
recovery among wire products manu- 
facturers is the mark-up of square 
mesh hardware cloth. on July 24. 
List prices remain at $4.00 per 100 
square feet on standard 2 x 2 mesh, 
but the discount, which advanced in 
February to 20 per cent off, has now 
been placed at 16 2/3 per cent. This 
was a line which last fall probably 
reached loss-levels for all producers, 
and as the demand is steadily grow- 
ing, the recovery move doubtless will 
be supported fully by the trade. 


* * * 


Poultry Netting—A slight re- 
vision in poultry netting prices has 
been announced, effective August 10. 
From the standard poultry netting 
lists, the dealers’ discount in L.C.L. 
amounts has been changed from 33.4 
per cent to 33 1/3 per cent, and on 
the heavier nettings, 18 gage and 
larger, the discount to retailers is 
now 30 per cent, compared to 32 per 
cent, in effect since April 17. 


* * * 


Prepared Roofing—The Rub- 
eroid Co., New York City, has an- 
nounced new prices on roll roofings, 
to be in effect August 21. The car- 
load prices on smooth roll roofings 
have been advanced from 2 to 5 cents 
per square, and the mineral-surfaced 
roofings have been marked up from 
8 to 10 cents per square. Shingles 
remain unchanged. 

* * * 


Weldless Chain—A new 
schedule, averaging five per cent 
higher, has been put out by leading 
makers of weldless chain and fit- 
tings, but not including pump chain. 
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Tool Lines—A recent jobbing 
price sheet by Henry Disston & Sons, 
Philadelphia, Pa., supersedes its 
May sheet, and in general reaffirms 
former prices. Several new items 
or numbers are shown, and a few 
minor price revisions appear, some 
advanced and others slightly re- 
duced. Jobbers report a decline of 
about five per cent on clamps and 
hand-screws from some makers. The 
demand for farm and home work- 
shop tools of moderate price has 
held at a liberal level. 

* * o 

Farm Tools, etc.—Jobbers re- 
port a good clean-up of spring and 
early summer lines, with the con- 
servative rate of ordering keeping 
the stocks of ali buyers at a turn- 
over level. Early lines have sold 
about even with 1938 volume, but 
the fine crop prospects will bring 
considerable increases over last year 
on grain scoops and forks, and on 
husking supplies. Long dryness in 
the Ohio-New York area has been 
broken by recent good rains, but 
losses here have been considerable 
in fruit and grain yields. Makers 
of farm, garden and lawn tools are 
already planning their 1940 sched- 
ules, without announcement as yet, 
but only slight changes, if any, are 
expected. On the better quality lawn 
mowers, it is stated that next sea- 
son’s prices will remain the same. 

* * * 

Cotton Gloves and Mittens— 
Due to textile workers’ wage in- 
creases in the South, staple canton 
flannels are up as much as 11% cents 
per yard. Wages in the glove fac- 
tories doubtless will increase this 
fall, when current contracts expire, 
and higher prices are surely looked 
for, later, on gloves and mittens. 
Many jobbers have been strengthen- 
ing their specifications for this rea- 
son, and because of the outlook for 
a heavy husking season. 

- * 


Leather Goods—The light kill 
of cattle, due to government restric- 
tions, has created a_ considerable 
shortage of hides, and a bullish mar- 
ket on leather. Leather-faced and 
all-leather gloves and mittens are 
quoted higher on new inquiries, and 
prices on harness and strap work, 
already firm, may easily trend higher 
when new quotation sheets are is- 
sued. 





Bronze and copper wire cloth— 
Leading manufacturers have an- 
nounced discontinuance of the 
manufacture of 14 mesh bronze 
wire cloth. Sixteen and 18 mesh 
will be continued as before. 





Sash Cord, etc—KEarly in 
July, an advance was announced of 
one cent per pound on cotton sash 
cord, and a mark-up of $1.00 per 
gross in the wholesale costs of 
braided cotton clothes lines. Sweat 
pad prices, while not definitely heard 
from, are likely to remain un- 
changed, when the expected an- 
nouncement comes. There have been 
few changes in sweat pad prices for 
several years. 

* * * 

Pliers, etc—A new price list 
has been issued by Kraeuter & Co., 
Inc., Newark, N. J., manufacturers 
of pliers, chisels, auto tools, ete. 
There have been some advances in 
prices and on other items there have 
been some price declines. 

* * * 


Glass Tea Kettle—The price 
on the Pyrex brand utility tea kettle 
No. 7125 made by Pyrex Division, 
Corning Glass Works, Corning, N. 
Y., has been reduced from $3.25 to 
$2.95, less discount of 33 1/3 per 
cent to the dealer. The new price 
to the dealer is now effective; the 
change in the consumer price will 
be effective after Aug. 21. 

* * a 


Hair Clippers—The Brown & 
Sharpe Mfg. Co., Providence, R. L., 
has announced new prices for its 
entire line of hair clippers, and also 
the withdrawal of its No. 3 size. All 
sizes of Brown & Sharpe hair clip- 
pers, except the “Tapering” model 
now have a $3.00 suggested retail 
selling price. The “Tapering” model 
now lists at $3.50. New list prices 
are subject to the same dealer dis- 
counts as in the past. 

* * * 


Tennis Balls—Pennsylvania 
Championship Tennis Balls, made 
by Pennsylvania Rubber Co., Jean- 
nette, Pa., costing $3.40 per dozen, 
pressure packed, are now available 
in Cellophane sacks—three in a sack 
—at $3.00 per dozen. 


* *« * 


Spout Pumps—C le vi s e s— 

Prices have been slightly lowered on 

cast pitcher spout pumps by some 

makers. Malleable clevises are now 

being ordered for the fall season. 
* * * 


Poultry Supplies—Barn 
Equipment—1939 has been an ex- 
ceptional season on poultry supplies, 
except in the far northern states. 
Demand for feeders is reported by 
some jobbers as about 50 per cent 
ahead of the 1938 season. One mid- 
western manufacturer has issued a 

(Continued on page 101) 
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Seld cannen Gum LURPENTINE 


Backed by National Advertising 
Reaching 21,000,000 Homeowners 


OWERFUL page advertisements such as those above are 

now featuring Canned Gum Turpentine in such leading 
National Magazines as The Saturday Evening Post, Life, Time, 
Good Housekeeping, The American Magazine, The American Home, 
Better Homes and Gardens, and in The American Weekly in 
smaller size. 

Backed by this tremendous advertising campaign, Canned 
Gum Turpentine can be one of our most profitable items. 
You'll get more sales, bigger profits and quicker turn-over if 
you insist upon Canned Gum Turpentine in colorful litho- 
graphed cans bearing the AT-FA Seal of Approval. 

Eliminate loss of customer good will, loss of time and 
waste of product, which are the inevitable results of handling 





NOTE: All canned Turpentine bearing 
the AT-FA Seal is the genuine product 
recommended by the American Turpen- 
tine Farmers Association Cooperative. 
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Gum Turpentine out of the old-fashioned drum. Already your 
biggest customer, the progressive Painting Contractor, is de- 
manding the handy onaied can. Many Architects and Home- 
owners insist that painting materials be delivered on the job 
in sealed containers. 


on = = MAIL COUPON TODAY = = =a 


AMERICAN TURPENTINE FARMERS ASSOCIATION COOPERATIVE 
254 Strickland Bidg., Valdosta, Georgia 

We are interested in handling Canned AT-FA Approved Gum 
gallons per month, 


. 


Turpentine. We will handle about 


Please send us firm name and address of nearest supplier. 


Name 


Sein 
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NORRIS BILL WOULD EXTEND FURTHER 


GOVERNMENT CREDITS TO CO-OPS 





READ IT IN HARDWARE 


Sen. Geo. W. Norris, Nebraska, would amend Agricultural Marketing Act to 
permit other organizations, not exclusively farm cooperatives, to obtain gov- 
ernment credit on same terms now given farm co-ops. This could lead 


to wide-spread growth of general Consumer Cooperatives, financed by 
public funds, competing with hardware and other retail trades in distribu- 


tion of wide variety of goods. Retail organizations will protest vigorously. 


BUREAU 
AGE) 


( WASHINGTON 

OF HARDWARE 
Information in the hands of 
members of a Senate Agriculture 
sub-committee indicates that re- 
tail groups are prepared to pro- 
test vigorously against the Nor- 
ris bill (S.2605), which would 
extend to urban manufacturing, 
retail and service cooperatives 
government credit 
available to farm cooperatives, if 


| confined their distributing activ- | ganization 
ities to seeds, feeds, fertilizer and | terms of the Agriculture Market- 


farm ‘machines, but they subse- 
quently extended their functions 
to include coal, building ma- 


| terials, petroleum products and 


facilities now | 


and when the measure is revived | 


next session. 

Sponsored by Senator George 
W. Norris, Independent of Ne- 
braska, the measure would amend 
the Agricultural Marketing Act 
so as to permit other organiza- 


July 21 but Louis 


| counsel 


tions not exclusively farm coop- | 


eratives to obtain 
credit on the same terms now 
given to farm co-ops. Hence the 
measure could reasonably be cal- 
culated to encourage small town 
or city folk to set up cooperative 
retail stores in competition with 
existing enterprises. Under the 
bill, present farm cooperatives 
could increase their membership 
to non-farmer members and still 
be eligible for loans from the 
Farm Credit Administration, pro- 
vided more than half their mem- 
bership were farmers. 

Since under the measure only 
19 per cent of the voting mem- 
bers of a cooperative organiza- 
tion could live in small towns or 
cities, the co-op could still supply 
non-members an amount of mer- 
chandise equal to that supplied 
to members. Hence only one- 
fourth of the goods or services 
would have to be supplied to 
farmers. 

Existing organizations defined 
as farm cooperatives under the 
terms of the Agriculture Market- 
ing Act presumably have been 
operating in violation of the law 
since their supplies furnished 
members have not been strictly 
limited to farm supplies, testi- 
mony recently given the sub-c m- 
mittee revealed. Originally they 


government 


82 


even electric appliances and 
household equipment. The Nor- 
ris bill would legalize the prac- 
tice of distributing non-farm 
supplies—a policy which has 
netted some associations as much 
as 70 per cent of their incomes. 

Retailers did not actually go 
on record against the proposal 
at a one-day public hearing held 
Rothschild, 
for the Retailers Na- 
tional Council, told Senator Gil- 
lette, Democrat of Iowa and 


| chairman of the sub-committee, 


| that he planned to testify at some 


later date after he had had an 
opportunity to study the measure. 

E. R. Bowen, executive  sec- 
retary of the Cooperative League, 
National Federation of Cooper- 
ative Purchasing Associations, 
urged the sub-committee to sup- 
port the bill and testified that 
the present Agricultural Market- 
ing Act encourages farmers to 
organize marketing cooperatives 
through which to process and 
distribute their food products. 

Similar testimony was given 





by I. H. Hull, general manager, | 


the Indiana Farm Bureau Coop- 
erative Association and president 
of the National Cooperatives, Inc. 
He told the committee the “co- 
operative buying among farmers 


has already given gratifying re- | 


sults and, if allowed to develop 
unhampered, holds the _possibil- 
ity of accomplishing much to- 


wards the solution of our farm | 


problem,” adding that the 
gives government encouragement 
to the broadening and strength- 
ening of self-help farm coopera- 
tives. 


bill | 


In the opinion of many, the | 


government already 
much encouragement to consumer 
co-ops. For example, if an or- 


gives 


too | 


qualifies under the 
ing Act, it is eligible to receive 
from the Farm Credit Adminis- 
tration, long term capital loans 
at 4 per cent, working capital 
loans at 2% per cent and com- 
modity loans at 114 per cent. In 
addition, various states now grant 
tax-exemption privileges to c>- | 
operatives and it is likely that if 
the Norris bill were ever passed, 
other states would be put under 
pressure to grant tax exemption 
to cooperatives legally 
nized by the Federal Government 


recog: | 


as “farm cooperatives.” 
One development apparently | 
destined to give sponsors of the | 


bill a serious set-back is that 
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leading farm organizations, while 
remaining comparatively quiet 


| about the plan, have privately 


voiced their opposition to the 
proposal. What they fear most 
is that the plan might endanger 
the whole system of benefits to 
farm co-operatives. 

Secretary of Agriculture Wal- 


| lace found himself in the center 


of this controversy between farm 
organizations and cooperative as- 
sociations but straddled the fence, 
advising the committee that while 
the development of co-ops might 
make it advisable to expand the 
lines of Federal service, Congress 
should determine for itself just 
how far it ought to go. 

Identified as S. 2605, the Nor- 


| ris measure was considered by 


a sub-committee comprising, in 
addition to Senator Gillette and 
Norris, Senators Schwellenback 
of Washington, Mintin of In- 
diana, both Democrats; and Sen- 
ator Frasier, Republican of North 
Dakota. 

(Editor’s Note: The N.R.H.A. at 
Cincinnati, Ohio, definitely went 
on record against the Norris Bill 


| and all similar legislation.) 


Paddock Is Asst. Sales Mgr. 


for Corbin Screw Corp. 


Elliott C. Paddock has been 
appointed assistant sales man- 
ager for The Corbin Screw Corp., | 
New Britain, Conn., with offices | 
at the home plant. He was for- 
merly assistant manager of sales 
for the Greenfield Tap & Die 
Corp., Greenfield, Mass. 





ELLIOTT C. PADDOCK 


Mr. Paddock has had many 
years of sales work with various 
hardware concerns. He _ began 
traveling in the southern states 
before the World War for the 
Victor Saw Works of Springfield, 
Mass. He covered that territory 
until the fall of 1919, except for 
the short time he was in service. 
He was then transferred t» the 
Middle West with headquarters 
in St. Louis. After a year there, he 
entered the mill supply _ busi- 
ness in Kansas City as vice-presi- 
dent of The Moore Bros., Inc.. 
remaining until 1924 at which 
time he became associated with 
the Greenfield organization. He 
traveled New England for Green- 
field until about three years ago 
when he became the company’s 


| assistant sales manager. 


A past-president of the Nut- 
meggers, Inc., of Connecticut, 
Mr. Paddock is also an honorary 
member of the Keystoners, a 
Philadelphia organization of 
hardware salesmen, of which he 
is one of the organizers. 
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facturing branches. 
John F. Thomas, recently af- 


Chicago, Illinois, he worked in 
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while Thomas Heads Sales for Nesco HENRY DISSTON ACQUIRES 
quiet ; BAILIE SPRING RAKE 
_ and Gardner, Manu facturing Henry Disston & Sons, Ine., 
most Two new offices have been| of the Milwaukee factory on Janu- Philadelphia, Pa., has acquired 
anger created by the National Enamel-| ary 1, 1939. He has been elevated the manufacturing and distribu- 
its to ing and Stamping Company,| to the newly created position of tion rights to the Bailie Spring 
Milwaukee, Wis., to bring about | vice-president, in charge of manu- Rake. | Improvements have been 
Wal- facturing and will supervise every- made in the rake and it will now 
enter thing pertaining to production, be known as the Disston Spring 
farm control, maintenance, methods Rake, No. D-24. 
e as- and standards in the manufactur- 
ence, | ing branches. He will also super- 
while | vise the purchasing and traffic de- | MARCY NOW MANAGES 
night partments, product development. GILLETTE SALES 
1 the plant personnel, production stud- | G. Herbert Marcy has been 
gress ies, plant engineering and super- appointed sales manager of the 
just | vision of the stove plant in Mil- Gillette Safety Razor Co., Boston. 
waukee. He has been associated with the 
Nor- Mr. Gardner comes to Nescs JAMES S. DRISCOLL company for 14 years. George 
1 by | with a wealth of production and Estes has been appointed sales 
- > } — —— hes os | DRISCOLL BECOMES V-PRES. promotion manager of the com- 
anc | formerly associated with the sany. He has been with the 
back | Grand Rapids Brass Company, | OF SHAPLEIGH HARDWARE aed 16 ee 
In- Grand Rapids, Michigan, in con- | At a meeting of the board of 
Sen- trol and management of all func- | directors of the Shapleigh Hard- 
lorth | tions of industrial activities. With | ware Co., St. Louis, Mo., on July 
| the Thompson & Lichtner Co. he | 11, James S. Driscoll was unani- NEW STEWART-WARNER 
A. at acted in the capacity of profes- mously elected a vice-president. DISTRIBUTOR NAMED 
went JOHN F. THOMAS | sional consulting engineer en- | Mr. Driscoll entered the employ | The Canfield Supply Co., 16-18 
Bill gaged in installation of wage and | of the company in 1901 as an} Strand St., Kingston, New York, 
a more closely knit organization incentive plans as well as produc- | assistant in the order department. has been appointed distributor 
and better coordination between | i" control systems and plant He was made house manager five | for the line of refrigerators and 
various sales divisionsand manu- management problems. With the | years later and elected to the electric ranges of the Stewart- 
| Western Electric Company of | board of directors in 1924. Warner Corp., Chicag ». 
| 


rp. 


filiated with Braun and Company, | 
business consultants, as manager | 


of their New York office, has | 











Time Payment Plan Offered Fence 
Dealers by Mid-States Steel & Wire Co. 


lany 
ious been appointed vice-president, in | Announcement has been made ,; bile, radio and other dealers who 
‘gan charge of sales. Mr. Thomas is by the Mid-States Steel & Wire | are able to offer time payments 
ates widely known in the field of dis- | Co., Crawfordsville, Ind., that it ¢ on their products. No down-pay- 
the tribution. Prior to his association | is introducing a new merchandis- | ment is necessary under the Mid- 
eld, with Braun and Company he was | ing plan for the 1939-40 season to | States Time Payment Plan and 
tory affiliated with Sears, Roebuck & | be known as the Mid- States | this advantage it is believed will 
for Company in capacities of man- Time Payment Plan. Under this | make the plan additionally at- 
fice. ager of economic research, di- plan dealers will be able to sell | tractive. Payments may be made 
the rector of public relations, and as- | fence or other Mid-States prod- | monthly or seasonally and by spe- 
ters sistant to D. M. Nelson, vice-pres- | ucts on time payments. They will | cial arrangement after crops have 
, he ident, in charge of merchandising. also be able to sell other mer- | been harvested. 
usi- He has also been with the B. F. | chandise on time payments as| N. A. Holmer, sales manager 
‘esi- Goodrich Co. as market analyst | long as Mid-States products make | of Mid-States Steel & Wire Co. 
ne.. and with General Business Re- | up 25 per cent of each total sale. | feels confident that the Time 
ich search Corp., working on distribu- | When requested, even the cost of | Payment Plan will materially in- 
vith tion problems concerning retail | labor may be included in the | crease sales not only in fence but 
He hardware dealers. financing plan. in all other merchandise stocked 
en- In outside affiliations, Mr. | EMMET G. GARDNER Dealers, it is pointed out, take | by the dealer, as well. Dealers 
ago Thomas has been secretary to the | no financial risk whatever and | will be able to include in this plan 
ry’s Committee on Distribution Prob- | receive their money as soon as | items that give a high margin of 
lems, Advisory Council, Washing- the capacity of industrial en- | delivery has been made. Dealers | profit. Mr. Holmer also believes 
ut- ton, D. C. He has been a member | gineer on production control, job | are not responsible for collections | that the door will be opened for 
“ut, of the Public Relations Commit- | classification, capacity studies and | or bad credits. | the Mid-States dealer to greatly 
ary tee, National Association of Man-| plant layout. The Mid-States Steel & Wire | increased profits. He points out 
a ufacturers and is active in the Both Mr. Thomas and Mr. | Co. believes that this plan will | that there are many farmers who 
of American Marketing Association.| Gardner will make their head- | enable fence dealers to get their | admit they need complete new 
he Emmet G. Gardner joined the | quarters at the executive office in | share of the dollars which are | fencing but cannot afford to make 
Nesco ranks as factory manager | Milwaukee, Wisconsin. | now heing collected by automo- | the relatively large cash outlay. 
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HORTON MFG. CO. APPOINTS 
TWO DISTRICT MANAGERS | 


The Horton Mfg. Co., Fort 
Wayne, Ind., has announced the 
appointment of two new district 
managers, Carl J. Cortright for 





J. CORTRIGHT 


CARL 


Northern Illinois and 
Wisconsin and F. M. Pitt for 
Southern California. 

Previously Mr. Cortright hai 


been a district representative for 
Horton in another territory. H- 
has had 10 years’ experience in 
the home laundry equipment field 
and has been successful in open- 
ing new distributor-dealer con- 
nections. Mr. Cortright’s district 
operates under the supervision of 


STARLINE, INC., HOLDS ITS 
ANNUAL HARDWARE PARTY 


The annual hardware party 
sponsored by Starline, Inc., Har- 
vard, Ill., was held Friday, July 
14 at the Big Foot Country Club 
on beautiful Lake Geneva, Wis. 

A record attendance of about 
150 hardware manufacturers and 
wholesalers enjoyed the day’s 
program which included a buffet 
luncheon, 18 holes of golf, a 
boat ride around the lake, and 
dinner in the evening. 

The “Cannon Ball” trophy, a 
‘silver” water pitcher, was 
awarded to Frank Koch, McKin- 
ney Mfg. Co., Pittsburgh, Pa., 
for having taken 130. strokes. 
Al Larson, Larson Hardware Co., 
Sioux Falls, S. D., was awarded 
a fog lamp because he played 
very much in a fog, due largely 
to inadequate golfing clothes and 
equipment, as demonstrated at 
the first tee. | 

Other golf prize winners were: | 


ry 


Ned Poor, who is central sales 
manager for Horton. 


The creation of Mr. Pitt as 
district manager for Southern 
| California is due to Horton’s 


|rapid gain in 


|in that area. 


Southern 


business on the 
Pacific Coast. Mr. Pitt has had 
10 years’ experience in whole- 
sale and retail appliances in 
Southern California and has a 


wide acquaintance among dealers 


headquarters in Los Angeles and 


will operate under the super- 





F. M. PITT 


vision of Frank Wallace who is 


He will make his | 


New York office since 1935. He 
joined the company in 1923 as a 
student salesman and has always 
worked in the New York, New 


Jersey and Long Island _ terri- 
tories. 
Morton Clarke, who has _ re- 


cently been covering the central 
Manhattan area, is the new assis- 
tant district manager. He has 
been associated with the company 
since 1927. 

= 


HORTER HEADS SALES 
FOR CUTLER-HAMMER 


B. M. Horter, who has been in | 
charge of the resale sales division 





| of Cutler-Hammer, Inc., Milwau- 


| general 


| tive July 1, 


|in charge of Horton sales for the | 


entire Pacific Coast region. 
Co., St. Paul, Minn.; Herman 
Kuehlke, Richards & Conover 


Hardware Co., Kansas City, Mo.; 
R. J. Donahue, Wabash Screen 
Door Co., Chicago; Frank Kauf- 
man, Hibbard, Spencer, Bartlett 
& Co., Chicago; P. J. Engels, 
John Pritzlaff Hardware Co., Mil- 
waukee, Wis.; Win Baldwin, 
Rogers & Baldwin Hardware Co., 
Springfield, Mo.; Win Withing- 
ton, American Fork & Hoe Co., 
Cleveland; Art Culver, Isaac 
Walker Hardware Co., Peoria, 
Ill.; S. A. Fuller, Jones & Laugh- 
lin Steel Corp., Pittsburgh, Pa.; 
Mel Long, H. Channon Co., Chi- 
cago; Oscar Foerster, John Pritz- 
laff Hardware Co., Milwaukee, 
Wis., and Harold Starks, Rich- 
ards-Wileox Mfg. Co., Aurora, 
Hl. 


McNEAL MANAGES N. Y. 
OFFICE FOR ARMSTRONG 


The Armstrong Cork Co., Lan- 


Bun Harper, Harper & McIntire | caster, Pa., has promoted H. G. 
Co., Ottumwa, lowa; Cy Peck,| McNeal to the position of its 
The McKay Chain Co., Pitts- | New York district manager, suc- 


R. Beaulieu, H. | 


burgh, Pa.; 
| 


Channon Co., Chicago; George 
Halpin, Minnesota Mining & Mfg, 
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ceeding the late Charles W. Bo- 
gart. Mr. McNeal has been as- 
sistant district manager of the 





cent and electric discharge lamps 
| are brought together, the Incan- 


kee, Wis., has been appointed 
sales manager of the 
company. He first became asso- 
ciated with the Cutler-Hammer 
Co. as a sales engineer in the 
Philadelphia territory. In 1921 
he transferred to the Wilkes- 
Barre territory and later was ap- 
pointed manager of the New | 
England sales territory. 


G-E VAPOR LAMP CO. AND 
INCANDESCENT MERGE 
The General Electric Vapor 

Lamp Company of Hoboken, 

N. J., has been merged with the 








Incandescent Lamp Department 
of General Electric Company, 
Cleveland, Ohio. 

Because of this change, effec- 
by which General 
incandes- 


Electric’s activities in 


descent Lamp Department will 
hereafter be known as the Lamp 
Department of the General Elec- 


tric Company. 


SHANN NOW BUYER FOR 
HERMAN KORNAHRENS, INC. 


John Shann, who has devoted 
many years of his hardware ca 
reer to buying hardware for whole 
sale hardware houses, has joined 
Herman Kornahrens, Inc., 103- 





JOHN SHANN 

111 Murray St., New York City, 
wholesale hardware distributors, 
as buyer. Until recently he was 
a buyer for the former Belcher 
& Loomis Hardware Co., Pro- 
vidence, R. I., wholesalers. 

Mr. Shann, who is well known 
threughout the hardware indus- 
try. was at one time affiliated 
with the Mashback Hardware Co., 
New York City, wholesalers, hav- 
ing been with that concern for 
a period of 18 years during which 
time he became a buyer. For 
10 years he served as vice-presi- 
dent and director of sales and 
purchases for Charles J. Smith & 
Co.. Jersey City, N. J., wholesale 
hardware concern. 


H. L. Andrews Heads General Electric’s 


Appliance and Merchandising Dept. 
including such items as refriger- 
ators, ranges, water heaters, home 
and 


'H. L. Andrews, vice-president 
of the General Electric Company 
since 1934 in charge of the com- 
pany’s transportation activities, is 
now in charge of the appliance 
and merchandise department with 
headquarters in Bridgeport, Conn. 

Mr. Andrews, a native of Mis- 
souri and graduate of the Uni- 
versity of Missouri, entered the 
employ of General Electric in 
1910 and for the past 29 years 
has had wide range of experience 
manufacturing. 
and sales departments. For the 
past three years he has been vice- 
chairman of the company’s sales 
committee. 

As head of the appliance and 
merchandise department, Mr. 
Andrews will be responsible for 


in engineering, 


the company’s activities in the 
major and traffic appliances as 
construction materials, 





well as 


laundry, household  appli- 


ances. 





H. L. ANDREWS 
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GENERAL SALES MANAGER 
FOR. FARNSWORTH RADIO 


Pierre Boucheron has been ap- 
pointed general sales manager of 
the Farnsworth Television & 
Radio Corp., Fort Wayne, Ind. 
In his new appointment, Mr. 





PIERRE BOUCHERON 


Boucheron will direct sales and 
merchandising of the Farnsworth 
and Capehart division. He will 
also supervise all 
promotional and publicity activ- 


ities of the Farnsworth organiza- | 


tion. 

Mr. Boucheron, who for the 
past four years has been general 
merchandising manager of the 
Remington Arms Co.,_ Ine., 
Bridgeport, Conn., brings to the 
new television and radio organ- 
ization more than 20 years of 
sales, merchandising® and adver- 
tising experience in radio and 


-EMBURY- 
MANUFACTURING 
-COMPANY- 





On hand for the sales meeting 

left to right front row, H. Larry Strasburger, Leo A. Heal, W. C. 

Embury, W. Bert McDonough, P. W. Embury; second row, 

A. Rus Wendell, Arthur P. Hendricks; third row, M. J. Barlow, 
F. B. Embury, and Walter Vestal. 
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other fields with several promi- | 
nent concerns. 

He was at one time editor of | 
Radio News and director of ad- 
vertising and publicity of the 
then newly-formed Radio Corp. 
of America. He held this and | 
other sales merchandising posts, | 
including that of vice-president | 
and general manager of Wireless | 
Press, Inc., an RCA subsidiary, | 
until 1935 when he resigned to 
accept his more recent position 
with the Remington company. 


EMBURY’S EASTERN MEN 
AT SALES MEETING | 


The Embury Mfg. Co., War- | 
saw, N. Y., held an eastern divi- 
sion sales meeting at the factory 
in Warsaw, N. Y., on June 23 
and 24, attended by all sales rep- 
resentatives from the eastern half 
of the country. After a trip 
through the plant the first morn- 
ing, there followed a round table 
discussion of the company’s prod- 
ucts and sales problem. The dis- 





advertising, | 


cussions were carried over to the 
second day of the meeting. 

| William C. Embury, chairman of 
| the company, who established the 
| business more than 30 years ago, 
came from California to be pres- 
ent at the meeting. Officers of the 
company are: president and sales 
manager, Philip W. Embury; 
| vice-president and plant manager, 
Fred B. Embury; treasurer and 
factory superintendent, William 
J. Embury, and secretary and of- 
fice manager, Milton J. Barlow. 
The company makes a line of oil 
lighting products including farm 
| lanterns, contractor lanterns and 
| torches, and automotive truck 
flares and flags. 


| 
| 


of the Embury Mfg. Co. were: 









1 MAKE MORE 
MONEY SELLING 


The Extra Value 


OF COOKED OIL 





















FOUND ONLY IN 


POL-MER-IK 
LINSEED OILS 


" CANS! 


POL-MER-IK closed its biggest selling year— 
which is substantial evidence that more and 
more dealers are making more money sell- 
ing Pol-mer-ik Linseed Oil in Cans. There's 
always bigger volume in selling Extra Value 
at No Extra Cost. But more than that, Pol- 
mer-ik in Cans makes linseed oil profits sure and certain. 
Packaged Pol-mer-ik does not depreciate. You buy a can — 
and sell a can. There are no losses from foots, drips, or over- 
measuring — and time is saved over the old bulk method of 
selling linseed oil. 

POL-MER-IK’s record year proves that 
painter and home owner got more for their money. They got 
the Extra Value of Cooked Oil which gave them better brush- 
ing and leveling, finer gloss and luster, greater protective 
value. For Better Profits, sell Pol-mer-ik linseed oils in Cans — 
for helpful service recommend Pol-mer-ik Boiled. 


* MAIL THE COUPON x 


BWABWBWBVBWBeBVWeseeeBeBBQBeBeBesans 


ARCHER-DANIELS-MIDLAND CO. 
600 Roanoke Building H39F 
MINNEAPOLIS, MINNESOTA 










Send me full details on Pol-mer-ik in Cans — and 
name of nearest jobber. 


Name 





Town State - 
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SENTINEL RADIO 

IN NEW PLANT 
Production is now under way 
1940 line of Sentinel 
a new and spacious 


on the 
radios in 





E. A. ALSCHULER 


modern plant at 2020 Ridge 
Blvd., Evanston, Ill. This loca- 
tion is only 14 miles from down- 
town Chicago. Ernest Alschuler, 
president of the Sentinel Radio 
Corp., declared the 
made possible by the 


move was 
wonderful 


cooperation of the distributor and | 


dealer organization which has 
been lined up in recent years. 
George W. Russell, sales man- 


ager, states the company’s cus- 
tomers show an active interest in 
the company’s progress as indi- 
cated by this move. 

The new plant contains four 
floors of factory and office space. 


* 


oo 


of, 


| Latest type modern 
conveyor systems and _ factory 
lighting make every floor a safe, 
comfortable place for work. 

In its new home, Sentinel has 
gone into production on the 1940 
line with greatly increased ca- 
pacity. Greater efficiency is also 
expected from the new layout. 
Lower operating costs are, there- 
fore, anticipated in the new mod- 





G. W. RUSSELL 

cls, which according to company 
officials, represent the highest 
achievement in its 20 years. 


WALLACE DIRECTS SALES 
FOR KIMBLE GLASS 


Harry V. Wallace has been ap- 
pointed vice-president and gen- 
eral sales manager for the Kim- 
ble Glass Co. and will make his 
headquarters at the company’s 


elevators, | 


main office in Vineland, N. J. 
Mr. Wallace was formerly man- 
| ager of its Chicago branch. 
Officers of the company are: 
Chairman of the board, Evan E. 
Kimble; president, Herman K. 
Kimble; vice-president and gen- 
eral manager, Maxson A. Eddy; 
vice-president and general sales 
manager, Harry V. Wallace; 
vice-presidents, Edward W. 
Charlesworth and Samuel  S. 
McClure; secretary and treasurer, 
Eugene L. R. Laning; assistant 
secretary and treasurer, John C. 
MacMillan, and comptroller, 
Jesse S. Rinehart. It was an- 
nounced that John K. Moffett 
has resigned as executive vice- 
president. 


NEW FIRM MAKES BUFFING 
AND POLISHING MACHINERY 


The Rome Machinery and En- 
gineering Co., Webster  St., 
R me, New York, has announced 
the establishment of an organiza- 
tion to promote the design, man- 
ufacture, and sale of a complete 
lire of 
buffing 
equipment. 
assumed the management of this 


modern polishing and 


machinery and __ allied 


concern, 


PACIFIC PLASTIC IN 
NEW QUARTERS 


The Pacific Plastic & Mfg. Co. 


has moved into newer and larger 


| quarters at 5446 Carlton Way, 


Hollywood, Calif. Concurrent 
with the move, new catalog sheets 
printed in full color have been 
issued on the Hollymade line of 
pulls and knobs. 


TRYON EMPLOYEES AT ANNUAL OUTING 


ts af 
ae ge &] "e 


Norman Chester has | 


BERRY BROS. ADDS TO 
SALES FORCE 


C. E. Spooner, manager indus- 
trial sales department of Berry 
Bros.. Inc., manufacturer of 
paints, varnish, lacquer, etc., De- 
troit, Mich., has announced the 
appointment of R. T. Blackman 
as industrial salesman for the 
metropolitan New York territory. 
D. R. Anderson, manager trade 
sales department of the company 
has announced the appointment 
of W. F. Thompson as trade sales- 
man for the Philadelphia area. 

Arthur Kiernan, president, and 
E. W. Hinckley, general sales 
manager recently concluded a 
business trip, visiting several of 
the company’s branches. Regional 
sales meetings were held at the 
Boston, New York and Cincin- 
nati branches. 


OPENING NEW STORE, 
REQUESTS CATALOGS 
Archie Weinberg is opening 
| a new hardware and apartment 
house supplies store at 565 E. 
| 149th St., The Bronx, New York 
City. Mr. Weinberg, who was 
previously an electrical contractor 
and dealer would like to receive 
catalogs and price lists on hard- 
ware and allied lines. 


AMERICAN STEEL WOOL 
HEAD INJURED 


Melvin G. Steinhardt, _presi- 
dent of the American Steel Wool 
Mfg. Co., Long Island City, New 
| York, was severely injured in an 
| automobile accident recently. 





Morg than 100 employees of the Edw. K. Tryon Co., Philadelphia, Pa., picnicked at the Melrose Country Club, Elkins Park, a suburb 
Philadelphia. Luncheon was followed by a program of sports and games. The married men playing against the single men in 


a soft ball. match, scored 42 runs as against 14 for the single men. Golf, swimming and bridge were other events. The evening was 
climaxed by a banquet and dancing. 
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CAHILL HEADS CHICAGO 
VENETIAN BLIND CO. 
C. N. Cahill has become presi- 


dent and general manager of the 
Chicago Venetian Blind Co., Chi- | 





Cc. N. CAHILL 

vago. This company manufac- | 
turers Alumilited aluminum vene- 
tian blinds and a complete line 
of all other types and grades 
of venetian blinds. 

Mr. Cahill was general man- 
ager and director of sales for the 
Autopoint Company, a subsidiary 
of the Bakelite Corporation. Prior 
to joining Autopoint Company, he 
was associated in various capaci- 
ties with the International Shoe 
Company of St. Louis, Sherwin- 
Williams Company of Cleveland, 





Goodyear Tire and Rubber Co. 


This 1939 “duck stamp” went 
second class post offices throughout the country. Certain third 


of Akron, and as general man- 
ager of a chain of retail stores in 
the eastern part of the United 
States. He also served as man- 
agement counsel to several other 
firms. 


CENTRAL STATES CLUB 
PLANS GOLF TOURNEY 


The Central States Hardware | 
Club, Chicago, will hold a golf | 


tournament, Friday, Aug. 18, 
1939, at the Olympia Fields 
Country Club, Olympia, IIl., 26 
miles south of Chicago. A 
course has been reserved ex- 
clusively for the party. Lunch 
and dinner will be served in a 
private club room. Tickets are 
$5.00 each. Non-golfers are in- 


vited to join the club’s party; 

lunch, $1.25, dinner, $2.25. George 

H. Beaudin, J. Wiss & Sons Co., 

14 E. Jackson St., Chicago, is 

chairman. 

HARDWARE TRADE ASSN. 
PLANS GOLF PARTY 


Members of the Hardware 
Trade Association of New York, 
and their friends, are planning 
an all day golf party for Wed- 
nesday, Aug. 16 at the Scarsdale 
Country Club, Hartsdale, N. Y. 
Tickets which will cost $5.00 per 
person include golf and dinner, 
although many golfers are ex- 
pected to start playing in the 
morning. W. Earl Clapp, The 
Yale & Towne Mfg. Co., presi- 
dent of the association is in 
charge of arrangements. 





on sale in July in all first and 





and fourth class post offices in duck-concentration areas will also 
sell the $1.00 stamps, which must be purchased by all hunters, of 


migratory waterfowl, over 16 years of age. The “duck stamp” 
may be purchased single, in blocks, or in complete sheets of 
28 stamps. Ninety per cent of the revenue realized from the sale 
of these stamps is used by the Biological Survey, U. S. Depart- 
ment of the Interior, Washington, D. C., to supplement other 
funds for the purchase and maintenance of migratory waterfowl 
refuges in the United States and Alaska. Ten per cent is used 
for administrative expense, printing and distributing the stamps, 
and protecting the birds. 
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Rixson Selections for 
RESIDENTIAL YEAR 


Wi In a year when residential building shows 
so much encouraging progress, builders’ 
hardware dealers and jobbers can well afford 
to stock these Rixson specialties. They offer 
special values which are well known to speci- 
fication writers. Their performance is of a 
class it pays to recommend. Write for details. 
Junior Double Acting Floor Check — Positive, quiet, 
closing in one swing. A durable mechanism by the de- 
signers of the finest checking devices known. For interior 
doors of the Ps 

familiar pantry- 
kitchen type. 


BEE 














Rixson Friction Stay 
—Friction discs un- 
der tension hold 
transoms, cellar win- 
dows and casements 
at any desired posi- 
tions without wind 
rattle or slam, but 
easily moved by 
hand pressure. 


No. 94 Casement 
Operator—The logi- 
cal device for out- 
swing casements. 
Noted for its com- 
pactness, maintain- 
ing perfectly on 
stools only 11,” wide. 
3% turns. 





Operates window through 90° in 


a OO 


THE OSCAR C. RIXSON COMPANY 
4446 Carroll Avenue, Chicago, Illinois 


RIXSON REPRESENTATIVES AT: 
NEW YORK: (0! Park Avenue, and 2034 Webster Avenue—PHILADELPH 
Greenwood Avenue, Wyncote, Pa.—ATLANTA: 152 Nassau Street-—NEW ORLEANS: 
100! Broadway—SAN FRANCISCO: 116 New Montgomery Street—LOS AN 
909 Santa Fe Avenue. - 
LONDON, ONTARIO, Canada: Richards-Wilcox, Ltd. 














IMPROVED MECHANISM IN BUILDERS’ HARDWARE 
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Officers of the Pittsburgh Retail Hardware Association, left to 
right: John C. Walmer, Chas. Walmer Hardware Co., W ilkens- 


burg, Pa., secretary; Earl A. 


Monroe, Pittsburgh, vice-presi- 


dent; Otto A. Kossler, Wm. Kossler Hardware Co., Pittsburgh, 
president, and George Hoburg, Hoburg Bros., Millvale,- Pa., 


treasurer. 


350 ATTEND FIFTH JUBILEE OF 
PITTSBURGH RETAIL HARDWARE ASS'N 


More than 350 members of the | 


Pittsburgh Retail Hardware Asso- 
ciation, their families, and guests 
in the trade gathered for the fifth 
annual jubilee of the association 


at the Wildwood Country Club, 
Pittsburgh, Pa. June 29, and 
celebrated the event with golf, 


cards, swimming in the afternoon 
and a banquet and dance in the 
evening. 

During the afternoon over 100 
men entered the golf tournament. 
The ladies of the party played 
bridge and 500 receiving boxes of 
candy as favors. After the dinner 
in the evening Ted Clark, archery 
expert, American Fork & Hoe Co., 
Cleveland, Ohio entertained 
group with an exhibition of ar- 
chery and bait casting. The party 
reassembled for the prize awards 
and Walter Whitehead, retiring 
president of the association, wel- 
comed the members and guests. 
Mr. Whitehead thanked the hard- 
for their support 
during his term of office and ex- 


ware dealers 
pressed his appreciation to the 
jobbers and manufacturers in the 
section who had helped the asso 
ciation to make its meetings more 
interesting and helpful. 

the party 
George A. Corcelius, Hunting 
Pa.. president; W. 
Pearce, Philadelphia, Pa., seer 
tary. and Atlantic 
Seaboard Hardware Ass’n, and 
George G. Hoy. associate editor 
Harpware Ace, New York, N. Y. 
Also introduced were L. S. Kelso, 
Pittsburgh, Pa., the 


Guests at were 


don, Glenn 


Pennsylvania 


member of 


88 


the | 


| Hegner, Sewickley, Pa., past 
| president of the PASHA organi- 
zation. Mr. Whitehead called 
upon the various committee chair- 
men who were responsible for the 


success of the jubilee and pre 
sented and thanked each for his 
efforts. Those presented were. 
Earl A. Monroe, general chair 
man, jubilee outing: Wm. M. 
Stout, American Hardware Sup- 
ply Co., Pittsburgh, Pa., chair- 
man publicity committee; Art 


Osterman, Duquesne Lighting 
Co., Pittsburgh, Pa., chairman 
prize committee; and Carl Mar- 
| kel, Pittsburgh, Pa., 
ticket committee. 


chairman 


Following this Mr. Whitehead | WESTINGHOUSE PROMOTES 


| introduced and installed the new 


officers of the association, Otto 
A. Kossler, Wm. Kossler Hard- 


ware Co., Pittsburgh, Pa., presi- 


dent; Earl A. Monroe, Pittsburgh, | 


Pa., vice-president; George Ho- 
burg, Hoburg Bros., Millvale, Pa., 
treasurer; and John C. Walmer, 


Chas. Walmer Hardware Co.., 


Wilkensburg, Pa., secretary. Over 


150 merchandise prizes 
awarded to those attending the 
which followed by 


meeting was 


dancing. 


HERTZLER MANAGES G-E 
VACUUM CLEANER SALES 


Lloyd G. Hertzler, 
cleaner sales specialist for the 
General Electric Co. in Philadel- 
phia for the past two-and-a-half 
years, has been appointed sales 
manager of the G-E cleaner sec- 


vacuum 


| tion. He will make his head- 
quarters in Bridgeport, Conn. 
J. C. Hunt, who has been as- 


executive committee, and Frank | 





LLOYD G. HERTZLER 
the manager of the 
section in Bridgeport, 
ssucceeds Mr. Hertzler as 
cialist in Philadelphia. 


sistant to 
cleaner 
spe- 


were | 





COSGROVE AND NEWCOMB 

R. C. Cosgrove, manager of the 
household refrigeration depart- 
ment of the Westinghouse FElec- 





R. C. 


COSGROVE 


tric and Mfg. Co., has been pro- 
moted to assistant sales managet 
of the merchandising division. 
Mansfield, Ohio. T. J. Newcomb. 
now head of the commercial re- 
frigeration department, succeed- 
Mr. Cosgrove as manager of the 
household refrigeration depart- 
ment. Commercial refrigeration 
activities will be merged with 
the air conditioning department 
under the direction of P. Y. Dan- 
ley with headquarters at the East 


Springfield, Mass., plant. 


RENO SALES MOVES 
TO NEW QUARTERS 


Ren» Sales Co., Inc., whole 
sale distributor of — electrical 
goods, hardware, housewares. 


plumbing, and toys, is now lo- 


| cated in new quarters at 739-741 


Flushing Ave., Brooklyn, New 
York. The company was form- 
erly located at 628-30 Broadway. 
Brooklyn. It is interested in re 
ceiving catalogs and salesmen. 


JANNEY-SEMPLE-HILL MEN AT SALES MEETING 





Sixty-five salesmen of the Janney-Semple-Hill Co., Inc., Minneapolis, Minn., attended the 


recent Evanoil presentation and sales conference at the Nicollet Hotel in Minneapolis. 
company is distributor for Evanoil products in the Northwest territory. 


The 


The sessions were 


conducted by Ralph Beale, field supervisor and J. C. Goldrick, public relations director for 
the Evans Products Co., Detroit, Mich. 
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Sweyd Elected President 
of Associated Pot and Kettle Clubs 


Mike Sweyd of M. Sweyd & 
Son, San Francisco, Calif., was 
unanimously elected _ national 





M. SWEYD 


president of the Associated Pot 
and Kettle Clubs of America in 
convention at the Hotel Clare- 
mont, Berkeley, Calif., July 8. 
Bruno Kaufner, Hazel-Atlas 
Glass Co., San Francisco, was 


dinner dances featured the en- 
tertainment program. 





BARTLEME HEADS 6S. F. 
POT & KETTLE CLUB 


At the annual election of offic- 





| Kettle Club, June 23, in the 


Green Room of the Western 
Merchandise Mart, D. J. Bar- 
telme, Bart-Kinnison Co., San 


| Francisco, was elected president. | 
Other officers elected were: first | 
Seagrave, | 


Western Hardware and Supply 
Co.; second vice-president, Fred 
C. Wood, Continental Sales Co.: 


| 
vice-president, Phil 
| 


| third vice-president, L. W. Sauer, | 
| Baker-Smith Co.; corresponding | 


secretary, George A. L’Amoreaux. 
| Western Merchandise 
| cording secretary, W. H. Spauld- 


| ing, Hale Bros.; treasurer, Os- 
| good Murdock, publisher of 
| Gifts and Housewares West. 


| Earl M. 
| president is 


Robitscher, retiring 


| newly elected board of directors. | 
| Other members of the board are: | 
Harkness, | 


G. C. Gillan, R. L. 


elected secretary-treasurer of the | 


The newly elected mem- 
directors 


clubs. 
bers of the board of 
are: Charles G. 
Francisco; Ted Carter, Oakland; 
Jack Bedham, Los Angeles; Holt 
Berni, Portland, and James Cum- 
mings, Seattle. 

President Sweyd. shortly after 
taking office, appointed the fol- 


. . . . | 
lowing regional vice-presidents: 


Phil Seagrave, San Francisco; Al 


Howson, Los Angeles; Oscar | 
Watson, Seattle, George Kelly, 
Portland, and Ed Ruban, Oak- 


land. 
George A. L’Amoreaux of the 
Western 
Francisco, was appointed national 
publicity director. Osgood Mur- 
dock, publisher of the National 
Housewares Directory and Gifts 
and Housewares West, was ap- 
pointed custodian and his office 
in the Western Merchandise 
Mart was designated as the of- 
ficial address of the national or- 
ganization. Harry Gleason, Seat- 
tle. was appointed chairman of 
the 1940 convention committee. 
Reports of retiring officers and 
committees were approved, and 
revealed the rapid growth of the 
organization. Motions 
ing the membership’s apprecia- 
tion of their year of service was 


express- 


passed. It was the consensus of 
opinion of members present that 
the convention at Berkeley was 
not only the largest attended but 
the most successful ever held by 


clubs. \ golf 


games, 


the associated 
tournament, soft ball 
card 


afternoon games and two 
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Putnam, San | 


Merchandise Mart, San | 





D. J. BARTELME 


| Bruno Kaufner, W. B. McDonald, 
| A. R. Nisely, Frank Overbeck, 
| Fred Sanford, M. Sweyd and 
Sidney Zobel. The members of 
the advisory board are: George 
G. Foster, chairman, Charles G. 
Putnam, J. P. Loughman, Phil 
Seagrave and George L’ Amoreaux. 


HOME FURNISHINGS WEEK 
AT BOTH FAIRS 

The New York World’s Fair 
and that of San Francisco have 
set aside the week of Sept. 30 
to Oct. 7 as Home Week to fea- 
ture ideas directly to home own- 
ers and all those buying house 


furnishings as part of the na- | 


tional campaign featured by Na 
tional Furniture Week. 


ers of the San Francisco Pot and | 


Mart; re- | 


chairman of the | 


UNION HARDWARE 


IMPLEMENTS 
















Here’s a common-sense way 
to make sales to firearm users do double 
| profit duty! Sell your shot gun, rifle and ammunition 
| customers UNION HARDWARE Gun Implements—a 


necessity with every sportsman who takes pride in keep- 


ing his shooting equipment in perfect condition. Every 
item in UNION HARDWAREP’S extensive line is care- 
fully built for years of use—backed by a company long 


known for dependable, high-quality products. 
sales-building _ possibilities 


overlook the 


Don’t 
offered by 


UNION HARDWARE’S popular selection of gun 


cleaning accessories. Get the complete story from your 


jobber TODAY. 
No. 246 — RIFLE CLEANING BRUSH 


Made in two styles—bristle or brass wire 
brush. Twisted core and shank, .22 to .50 cal 


te 


No. 248—SHOT GUN CLEANING BRUSH 


Adaptable to all shot gun 
Especially designed to remove 
and caking. Made with both 
brush, 8 to 28 and .410 ga 





cleaning rods 
rust, lead 
bristle or 











brass wire 
| ir —__ 
i an iy a = tl al 
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No. 95 — SHOT GUN CLEANING ROD 


Birch wood, three jointed with brass trim- 
mings, and wool swab, wire brush and 


wiper, 10 to 28 and .410 ga. 


meV EEOE 
HARDWARE COMPANY 


! 


No. 141-8 
BRASS RIFLE 
CLEANING ROD 
Slotted with re 
movable thread- 
ed tip to take 
brass or. bristle 
brush. .22 to 4 

calibre. 


REC US.PAT. OFF 


NEW YORK OFFICE 


ESTABLISHED 1854 


TORRINGTON, CONN. 


IS|' CHAMBERS STREET 
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MANSFIELD TIRE NAMES 

SALES PROMOTION MGR. 

C. C. Warner has been ap- 
pointed sales promotion manager 
of the Mansfield Tire and Rub- 
ber Co., Mansfield, Ohio. Mr. 








Cc. C. WARNER 


Warner has had many years’ ex- 
perience in the tire business; 
also in the oil industry, where 
he spent nine years, first as ad- 
vertising manager of the Conti- 
nental Oil Co. and later as adver- 
tising manager for the Phillips 
Petroleum Co. In the tire indus- 
try, he spent five years in sales 
with Seiberling Rubber and the 
last two years with the Dayton 
Rubber Mfg. Co. as sales pro- 


motion manager. 


MFRS. ACT TO STOP 
FAKE WATTAGE MARKINGS 


A statement from Louis Klein, 
secretary of the Incandescent 
Lamp Manufacturers’ Assn., 45 
E. 17th St., New York City, 
reveals that manufacturers and 
wholesalers have secured the co- 
operation of the district attorney 
of New York County in stamp- 
ing out the practice of marking 
bulbs with a false wattage con- 
sumption. 

Mr. Klein’s statement reads: 

“For the past few years the 
Incandescent Lamp Manufactur- 
ers’ Association, an independent 
group, has been crusading against 
practices in the industry which 
it considers unfair. One of the 
most vicious of these is the 
manufacture and sale of bulbs 
which have intentionally been 
marked with a false wattage 
consumption. The ultimate con- 
sumer is led to believe that these 
bulbs will produce more light 


with the same current consump- | 
turers and distributors and filed 


tion as that of regular standard 
bulbs. In some instances, bulbs 
had been marked 100 watts, 
though they actually consumed 
230 watts. The life of the bulbs 
was far below standard, general- 


ly blackening in-after only a few | 


90 


| demned it and has 





hours of life. 
sumers from this practice has 
been very considerable. 
“Some of these bulbs 
improperly marked by the manu- 
facturer; on others the manufac- 
turer deliberately omitted any 


were 


The loss to con- | 


marking, and a black India ink | 


rubber stamp was used to mark 
the bulbs while in the possession 


| of the jobber. 


“This pernicious practice has | 


| been called to the attention of 


Attorney of New 

who has con- 
issued a 
warning that any further com- 
plaints will result in prosecu- 
tions under the Penal Law. The 
District Attorney's warning runs 
to all offending manufacturers, 
jobbers, and salesmen who are 
considered participants. The 
District Attorney stated that the 
wattages must be indelibly etched 
on the bulbs so as to divert any 
suspicion of their connection with 
a later fraudulent sale of the 
products. He said that this par- 
ticularly was applicable where an 


the District 
York County 


WINDOW DISPLAY CONTESTS PLANNED 
FOR NATIONAL WASHER-IRONER WEEK 


Contests planned to give 
dealers everywhere an equal 
chance at winning cash prizes 


will be the highlight of the 1939 
National Washer-Ironer Week, 
Oct. 1421, to be sponsored by 
the American Washer and Ironer 
Manufacturers’ Association, 
Chicago, II. 

Competition will be in three 
divisions and dealer cash prizes, 
ranging from $200 to $25 in each 
contest, will be awarded for the 
display windows best typifying 
the advantages of household 
washer and ironer use. A cash 
award also will be made to the 
factory or distributor salesman 
first filling the entry of each suc- 
cessful contestant. 

The display awards will be 
made by the association as fol- 
lows: Class A, utilities and de- 
partment stores, Ist, $200; 2nd, 
$100: 3rd, $50; 4th to 7th, $25 
each. Class B, appliance shops 
and hardware stores and Class C, 
furniture stores and all others, 
receive the same awards as Class 
A. “Nominating” salesman in 
each case receive: Ist, $100; 2nd, 
$50; 3rd. $25: 4th to 7th, $10 
each. 

All entries must be reported 


| on blanks obtainable from home 


laundering equipment manufac- 
with the secretary, J. R. Bohnen, 
141 Jackson Blvd., Chicago, after 
having been filled in correctly. 
Each window must include con- 
test display material supplied by 
the association through its mem- 








oversize filament was used in an 
undersized bulb. The manufac- 
turers and jobbers, who were 
summoned to the office of the 
District Attorney, have agreed to 
cooperate in stamping out this 
practice.” 


1,200 ATTEND ANNUAL 
WORTHINGTON PICNIC 


More than 1,200 people, in- 
cluding employees, their families 
and friends, enjoyed themselves 
at the annual picnic of The 
Geo. Worthington Co., wholesale 
hardware firm of Cleveland, Ohio. | 
Held at Nela Park, July 12, the | 
picnic provided a day of sports 
and frolicking. Following supper 
the “special event” of the day 
took place. After a brief talk 
about the company’s history, 
President H. E. Hulburd, award- 
ed solid gold service pins to all 
who had served 10 years and over. 
Mr. Hulburd himself was the 
recipient of a pin for over 50 
years of service, the longest rec- 
ord of all. 


bers. All photographs must be at 
association headquarters by Oct. 
31. 

Judging of the entries will be 
by a committee of leaders in the 
home economics publishing field; 
Eloise Davison, director of the 
New York Herald-Tribune Home 
Institute; Katherine Fisher, direc- 
tor of the Good Housekeeping 
Institute of Good Housekeeping, 
and Ada Bessie Swann, director 
of the Home Service Center of 
The Woman’s Home Companion. 

John M. Wicht, sales manager 
of General Electric’s home laun- 
dry equipment division, is chair- 
man of a special committee ap- 
pointed to arrange utilities’ co- 
operation with the industry. L. E. 
Moffatt, editor, Electrical Mer- 
chandising, is chairman of a spe- 
cial committee for coordinating 
the cooperation of electrical 
leagues in observance of the week. 

W. Neal Gallagher, Automatic 
Washer Co., Newton, Iowa, presi- 
dent of the association, an- 
nounced the industry will hold a 





special meeting in Chicago in 
September. 


DU PONT ISSUES 
DISPLAY BOOK 


E. IL. du Pont de Nemours & 
Co., Wilmington, Del., has dis- | 
tributed to its dealers a brochure | 
showing window displays, which | 
received awards in the nation- | 
wide “Duco” contest of 1938. The | 
booklet is entitled, “21 Display 
Ideas.” 


| after 


MEIER NAMED SEC’Y NEW 
ENGLAND HDWE. ASSN. 
Hu A. Meier has been named 

secretary of the New England 

Hardware Dealers Ass’n. Former- 

ly Field Man for the NRHA, 





H. A. MEIER 


Mr. Meier received his early 
training in a large retail store in 
Michigan. After this he repre- 
sented Simmons Hardware Co. 
out of the Toledo, Ohio, branch. 
When this branch closed he 
joined the Standart Bros. Hdwe. 
Co., Detroit, Mich., and later be- 
came associated with Sears, Roe- 
buck Company working in several 
of their mid-western stores. He 
returned to Simmons Hardware 
Co. in the merchandising division 
and from this position early this 
year went to the NRHA, working 
at Indianapolis and later in 
Florida before going to the New 
England Ass’n. 


COLLECTIONS TALK GIVEN 
BEFORE N. Y. DEALERS 


Justice of the Peace Cunning- 
ham of Canajoharie, N. Y., spoke 
on “Collections” before the July 
meeting of the Mohawk Valley 
Hardware Association held at the 
Prospect Hotel, Herkimer, N. Y. 
The justice described the method 
of collecting accounts through the 
medium of such offices as his own 
in which civil actions may be 
maintained without the expense 
of attorneys’ fees and very prompt 
results obtained for creditors. He 
cited particularly the experiences 
of hardware merchants in his 
home county whereby quick ac- 
tion and watchfulness by both 
the justice and the merchant 
the judgment had _ been 
taken, very large returns had 
been secured for the creditor. 

President Walter of Remsen, 
N. Y., presided over the meeting. 
Arrangements were made by 
Frank E. Pelton and Roy L. 
McGibeny, hardware dealers of 
Herkimer. 
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MANNING, BOWMAN ISSUES 
POLICY STATEMENT 


W. J. Herwood, sales manager, 
Manning, Bowman & Co., Meri- 
den, Conn., in a recent letter 
to his company’s distributors 
emphasises his company’s new 
sales policy to sell its products 
only through legitimate retail 
channels at national advertised 
list prices. The letter reads: 
“As we are in maintaining and 
fostering equitable distribution 
practices in the orderly move- 
ment of our products from fac- 
tory to distributor, to dealer, to 
consumer. 

“It is our plan to have Man- 
ning-Bowman products available | 
to consumers only through legi- | 
timate retailers at nationally ad- | 
vertised list prices. We do not | 
propose to have our products | 
sold to consumers by mail order 
catalogue houses or others at | 
less than established retail prices. | 

“Because you are one of a 
limited group of Manning-Bow- | 
man distributors, all interested | 
in suporting the legitimate retail | 
dealer, we know you support this 
policy and give us your usual 
cooperation. 

“We shall advise all your | 
dealers of our mutual plants to | 
support his business.” 








REYNOLDS WIRE COMPANY | 
IMPROVES WEAVING PLANT | 


Mrs. John G. Ralston, presi- 
dent of Reynolds Wire Co., Dixon, 
Ill., announces that work has 
started on a remodelmg and mod- 
ernization plan for the weaving 
plant of the company’s wire 
screen factory. This rebuilding 
program includes the demolition 
of the northwest corner of the | 
plant, which was the original | 
wooden structure in which Horace | 
G. Reynolds established his busi- | 
ness in 1894. Newer parts of the 
factory have been built around 
this first building, and when it 
is replaced with a modern con- 
crete three-story and basement 
structure, the entire weaving 
plant will be of fireproof, rein- 
forced concrete construction. 

When completed the new build- 
ing will insure better working 
condition for employees, greater 
safety, and more efficient methods 
of production. New boilers will 
be installed and a modern type 
of smokestack designed to reduce 
smoke nuisance to a minimum. 

Reynolds Wire Co. acquired a 
strip of land adjacent to the old 
building which will permit neces- 
sary expansion to make the new 
building uniform in width with | 
the remainder of the concrete 
structure. This will give more 
room for storage space, additional 
locker and shower rooms for em- 
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ployees, as well as making pos- 
sible a streamlined production 
plan in factory operations. 

The business offices of the com- 
pany will be changed to another 
section of the building and will 
be larger and completely modern- 
ized. It is anticipated the work 
on the rebuilding project will be 
completed by December of this 
year. 


JOSEPH DeJURE NOW 
MFRS. AGENT 


Joseph DeJure has now estab- 
lished himself as a manufactur- 
er’s representative with offices at 
110 Commerce St., Philadelphia, 





JOSEPH DE JURE 





Pa., and traveling the following | 


territory: Pennsylvania, South 


Jersey, Delaware, Maryland and | 


the District of Columbia. Mr. 
DeJure was a former 


general 


sales manager for the Philadel- | 


phia Lawn Mower Co., Primos, 
Delaware County, Pa. 





WHOLESALE HARDWARE 
ASSN. ENLARGES OFFICES 


George A. Fernley, secretary- 
treasurer of The National Whole- 
sale Hardware Association early 
this year purchased the property 
at 104 N. 5th Street, Philadel- 
phia, and has just completed ex- 
tensive alterations including the 
erection of a two-story addition 
which joins it with the property 
at 505 Arch Street, where the 
Fernley offices have been located 
for over 30 years. 

As a result of the acquisition 
of this property, the association’s 
offices have been enlarged about | 
50 per cent and the interior ar- | 
rangement has been changed com- | 
pletely. 

Associated with Mr. Fernley | 
are P. F. Hord, former president | 
of the Simmons Hardware Com- 
pany of Philadelphia, who has | 
been assistant secretary-treasurer | 
for a number of years, H. R. | 
Rinehart, and Thomas A. Fern. | 
ley, Jr. 





You can sell this padlock 


...0n its good looks, its extra 
security*, its name and its price... 
to all those people who want extra 
value for their money. 


*Pick-resisting double-bitted key- 
way, rotary-type double locking 
bolt, case-hardened steel shackle, 
black wrinkle finish. Made in 


3 sizes: 144 in., 1% in., 2 in. 






~~ 


1LCO KEY BLANKS: See us first. We 
maintain an extremely large assortment at all 
times. and can fill orders from stock. 


INDEPENDENT LOCK CO., 


BRANCHES IN PRINCIPAL CITIES 





night 


FITCHBURG, MASS. 


9t 














OBITUARIES 








HARRY B. WINNE 


Harry B. Winne, 64, vice-presi- 


dent and director of the Boston | 


Varnish Co. Everett, 
passed away suddenly July 29 at 
his summer residence at Ocean 





B. WINNE 


Park, Me. Well known in the 
eastern paint trade, Mr. Winne 
joined the Boston Varnish Co. 
as a salesman in 1910 where for 
the past 15 years he has served 
in the capacity of vice-president. 
His widow and two sons survive. 





WILLIAM CONNER 


William pioneer 
business man of Plymouth, Mich., 
passed away Thursday, June 29, 
at his home that Mr. 
the hardware 


Conner, 77. 


in city. 


Conner operated 


business in Plymouth which had | 
heen owned by his family since | 


1857. Surviving are his daugh- 
ters, Mrs. Jane Tilton, of Con- 
cord, N. H.. and Mrs. Hazel 


Moon of Ply mouth. 


CHARLES R. RILEY 

R. Riley, 64. retired 
manager, and a 
president for over 20 years of 
The Horton Mfg. Bristol, 


Conn., passed away recently. 


Charles 
general vice- 


Co., 


Mr. Riley began his business 
career in Bristol in 1895 as a 
clerk in the office of E. Ingra- 
ham Co. He also worked as a 
clerk for the New Departure 
Mfg. Co., now a division of the 
General Motors Corp., and then 
1906 joined the office force 
of the Horton company, becom- 
ing its general manager five years 
later. He retired from that posi- 
tion in 1929, 

Active in Boy Scout work, Mr. 
Riley was president of the Bris- 


in 


92 


Mass., | 


| tiring about five years ago. 


tol Council, Boy Scouts of Amer- 
ica, for 12 years. 
tary of the local community chest 
for 14 years and secretary of the 
Republican Town Committee, re- 
He 
was also a member of the Town 
of Bristol’s Board of Assessors 
some 30 years ago and in 1921 
served a term in the City Coun- 


cil. 

Surviving Mr. Riley are his 
widow and a son, William © 
Riley. 


G. F. RALEIGH BECKER 

G. F. Raleigh Becker, promi- 
hardware merchant of 
Scranton, Pa., passed away re- 
cently. Mr. Becker together with 
Frank B. Foote established the 
hardware firm of Foote and 
Secker in Scranton in 1899. 
1926, Mr. Becker became sole 
ot the business. His 
was due to injuries sus- 
in automobile — acci- 


nent 


ownel 
death 
tained 
dent. 


an 


J. H. ALGER 


DL. & Alger, for 40 years .pro- 
prietor of a hardware store in 
Clarkston, Mich., passed away 
July 13 in St. Joseph’s Hospital. 


| Pontiac, of a heart attack after 


Born in Marine 
City, Sept. 7, 1858, Mr. Alger 
moved to Pontiac 45 years ago 
and was a member of the firm 
of Zimmerman Bros. & Alger. 
in the hardware business before 
going to Clarkston. His son Roy 
has been associated with him in 


a brief illness. 


the business. 
Mr. Alger leaves his daughters, 


Edna, Viola, Theomilla, of 
Clarkston, Mrs. Guy Philips, of 
Cleveland Heights, Ohio, and 


Mrs. Russell Cuyler, of Detroit: 
his sons, Roy, of Clarkston, Mar- 


tin J., of Pelham Manor. N. Y.. 
and Frederick Alger, of High- 
land Park, Hl. 


CHARLES R. HOFFMAN 
Charles R. 


tor of a hardware store at 
Lincoln Ave.. Chicago. Hb, 
passed away July 7. Mr. Hoff- 
man was a member of The Chi- 
Retail Hardware Associa- 


Hofiman, proprie- 
4345 


cago 


RUSSELL SARGENT FENN 


Russell Sargent Fenn, assistant 


to P. E. Barth, president and 
general manager of Sargent & 
Co., New Haven, Conn.. passed 


away July 7. He was 52 years 


old. Mr. Fenn leaves his father, 
Bruce Fenn, a director of Sargent 
& Co., his widow, and three 
Bruce Fenn, 2nd, of Au- 
burn, Me.: Russell S. Fenn, Jr.. 
of New Haven, and Converse 
Gray Fenn, of Bath, Me. He 


sons, 


| also leaves nearly 30 first cousins 


He was secre- | 


of 


was 


the 
the 


branch 
mother 


Sargent 
his 


in the 


family as 


oldest of 11 children of the late | 


Joseph B. Sargent, founder of 
the Sargent & Co. 


HARRY FOX 


Harry Fox, salesman for 
& F. Corbin, Chicago, IL. passed 
away recently in his home city 
of Des Moines, lowa. Mr. Fox 
went with the Philadelphia office 
of the company in 1901. He 


built an unusual record of loyalty 


and efficiency that extended 
through his almost continuous 
relations with P. & F. Corbin. 


JOHN C. LONG 


John C. Long, secretary of the 
Kansas City Hardware Dealers’ 
Assn. for the past 25 years, 
passed away July 17. He was 
58 and had been ill since Febru- 
ary. 

Born at Rock Grove, Ill, Mr. 
Long went to Kansas City in 1904. 





JOHN C. LONG 


27 years he 


Anchor Hardware 


For the last had 


operated the 


| in that city. He leaves his widow, 


a daughter, and three sons, Mel- 
vin C., Albert G. and John R. 


Long. 


WALTER C. WELLS 


Walter C. Wells, 69, president 
and manager of the Wells Hard- 
ware Co., passed away recenily. 
Mr. Wells had been in the hard- 
ware and furniture business for 
10 years. Active in the civic life 
of his community, he served as 
Mayor, councilman, on_ the 
school board and in other capaci- 
ties. 








GEORGE A. REYNOLDS 


George A. Reynolds, sales rep- 
resentative in Connecticut fer 
the Waterproof Paint & Varnish 
Co., Watertown, Mass., was 
killed recently in an automobile 
accident. Mr. Reynolds had 
been associated with the Water- 
proof organization and its prede 
cessor for 15 years. His widow 
survives. 


ALVAH B. WAY 
Alvah B. Way, 65, former sec- 


| retary and general manager of 





p | the Bridgeport Chain & Mfg. Co., 


passed away recently while on 
a vacation trip. A _ resident of 
Bridgeport, Conn., for 30 years, 
Mr. Way was manager of the 
chain company during the World 
War. He was also chairman of 
the chain of the War 
Industries His widow 
and a son, B. Way, 


division 
Board. 
Winston 


survive. 


| Chicago, 


WILLIAM H. PETERS 

William H. Peters, president 
of the Rehm Hardware Co.. 
wholesale hardware concern of 
Ill., passed away re- 
cently after an illness of several 
months. Mr. Peters joined the 
Rehm organization in 1887 and 


held various positions during his 


| Manufacturers’ 


was 
since 


long business career. He 
president of the company 
1924 and very active in its affairs 
illness. 


until his recent 


WILLIAM L. VETTER 
William L. Vetter hardware 
dealer in New Rochelle, N. Y., 
for 18 years, passed away July 

24. He was 56 years of age. 
Mr. Vetter was a_past-presi- 
dent of the Westchester County 
Hardware Dealers’ Assn., a junior 
chief Booster, and at one time 
associated with the Masback 
Hardware Co., New York City 
and Charles J. Smith & Co.. Jer- 
sey City, N. J., wholesale hard- 
ware firms. Surviving Mr. Vetter 
are his widow, two daughters, 


and a son, Edward W. Vetter. 


SALES CONSULTANT 
PUBLISHES BOOK 
“Effective Distribution Through 
Agents,” the 
title of a 30-page book by Walter 
A. Allen, 414 Chapel St., New 
Haven, Conn., explaining the part 
the manufacturer’s agent takes 
in the distribution of merchan- 
dise. Chapter headings in this 
informative handbook are: “The 


is 


| Manufacturers’ Agent as a Sales 


“Reducing Selling Costs 
with Manufacturers’ Agents”; 
“Effective Distribution Through 
Manufacturers’ Agents,” and “A 
Two-Sided Story.” 

Copies of the book are avail- 
able at $1.00 each. 
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The “Safe” Line of 
Builders Hardware 


HE Safe Padlock and Hard- 

ware Company of Lancas- 
ter, Pa., this vear celebrates 

90 years of service as one of the 
oldest hardware manufacturers in 
the United States. A few of the 
early products included gun locks 
and triggers for the muzzle-load- 
ing Kentucky and Allegheny rifles. 
“SAFE” now manufactures 
nearly a thousand items of build- 
ers’ hardware, cabinet hardware, 
hardware specialties, screen and 
screen door hardware, padlocks 
and night latches with definite ad- 
herence to the principle of devel- 
oping popular lines of distinctly 
staple turnover items. Located in 
Central Pennsylvania, Lancaster is 
most conveniently situated with 
relation to the leading copper 
smelters and steel and brass roll- 
ing mills for “SAFE” raw mate- 
rials, on the Lincoln Highway for 
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Editors’ Note—The material and illustrations for this article were 
furnished in their entirety by The Safe Padlock and Hardware Co., 
Lancaster, Pa., at the invitation of this publication. This article is 
offered our readers as a supplement to the editorial educational series 
entitled “Taking the Mystery Out of Builders’ Hardware,” in the belief 
that supplementary information has genuine value in the study of this 
subject. Harpware AGE has invited all American manufacturers of 
builder’s hardware to supply similar illustrations and explanations of 
their respective lines, stressing any unusual or patented features. We 
believe that this is a constructive program that will give our readers 
very tangible additional value in the study of our series “Taking the 
Mystery Out of Builders’ Hardware.” In no sense is the publication 
of this article an endorsement of the statements, therein, on the part 
of the publishers. It is our sole desire to inform our readers as com- 
pletely as possible on this subject. All manufacturers have been 
and are again invited to furnish similar material, at their earliest con- 


venience. This article is by Douglas W. Franck, vice-president, The 
Safe Padlock and Hardware Company, Lancaster, Pa. 
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No. 2191/, letter plate. 


truck shipments, the main line of 
the Pennsylvania Railroad for rail 
shipments and daily deliveries to 
warehouses and the ports of New 
York, Philadelphia and Baltimore 
for steamship lines. 

For many years, in all foxms 
of merchandising ‘efforts, “SAFE” 
has laid considerable stress on the 
phrase “Brass will not rust” and, 
although the demands of certain 
types of trade have required a 
continuance of the manufacturing 
of many iron and steel products, 
real headway is constantly being 
made through the cooperation of 
the better distribution channels to 
foster the promotion of the higher 
grades of -rust-proofed builders’ 
hardware, especially on residential 
work. 

The illustrations on these pages 
clearly indicate the practicability 
of “SAFE” hardware for entrance 
doors without entering the field 
of many and comprehensive styles 
and designs, and much thought 
has been devoted to supplving the 


average American home, hardware 
noted for simplicity of design, 
years of durability and constant 
usage. We believe the readers will 
agree that upon looking back over 
years of experience, the trend con- 
stantly reverts to the conservative 
appeal of early American presenta- 
tions. Quality standards of material 
and workmanship follow through 
on “SAFE” hardware applications 
for interior trim, namely, sash 
and casement, door hardware, 
kitchen cabinet hardware, down to 
and including the common coat 
and hat hooks for closet use. 





No. 308 drawer pull. 
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“SAFE” chain door fasteners have 
been in demand for years, par- 
ticularly due to the fact that the 
chain attachments to the compon- 
ent parts are of welded construc- 
tion rather than the usual conven- 
tional type of clevis and rivet com- 
bination. Also adapted for gen- 
eral home or apartment use are 
the various types of window venti- 
lating locks with the protective fea- 





No. 1970 casement fastener. 


tures against unwanted intrusion. 

One of the first modern or 
“stream-lined” rim screen door 
latches is pictured in this article, 
along with the tubular type mor- 
tise latch that is in approved use 
today because of the ease of appli- 
cation to the screen door. All 
of the knobs on “SAFE” screen 
door latches are furnished with 
threaded shanks, thus eliminating 
the use of spacer washers for a 
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Left: No. 78 
chain door 
fasteners. 


Right: No. 6 
display. 


close fit. Incorporated in these 
knobs are patented, shake-proof 
side screws, overcoming the long 
lived complaint of the knobs 
working loose from the spindles. 

“SAFE” padlocks range in size 


G 


No. 357 screen door latch. 











No. 370 screen door latch 











from dog collar use up to the large 
switch lock types for warehouse or 
railroad and the revival of popu- 
larity of bicycles has brought back 
many salient uses for padlocks. 
The extrusion of bronze shapes 
with its accompanying superlative 
toughness has readily brought to 
the fore the compact and strong 
extruded bronze pin tumbler con- 
structions on the various standard 
sized padlocks. 

The attractive baked wrinkled’ 
finishes, particularly on night 





No. 403 padlock. 
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latches, has been one of the fore- 
runners of the importance of the 
value of finishing with respect to 





No. 103 night latch. 


both merchandising values and 
utilitarian purposes. “SAFE” now 
offers both master keyed or keyed 
alike tumbler series for combina- 
tions of cylinder front door locks. 
cylinder rear entrance locks and 


for the cellar door night latch, all 
in conjunction with the padlock on 
the garage in the back yard. 

May we close this article with a 
repeated emphasis on the advisa- 
bility of promoting unreservedly 
the distribution of builders’ hard- 
ware constructed of rust-proofed 
materials for the definite retention 
of consumer goodwill in our in- 
dustry. This statement is most 
emphatically borne out where 
climatic conditions of necessity 
rigidly demand brass or bronze, 
especially in the marine field, on 
all forms of chest handles, cabin 
hooks, flush ring pulls, hinges. 
hasps and line cleats. 


The Year of Jubilee 


(Continued from page 71) 


root of our present financial in- 
stability. 

It is just as true of the govern- 
ment as it is of the individual, 
that borrowing and_ borrowing, 
without ever paying, will surely 
lead to disaster. Many a man to- 
day has practically become a 
bond servant because he did not 
attach enough importance .to the 
necessity of paying his debts when 
he could have*paid them, or, to 


put it another way, when he in- 
curred obligations beyond his 
known capacity to pay. Many a 
government has found itself in the 
same predicament. Such reckless 
financing naturally leads directly 
to disaster. 

Moses developed the plan of the 
jubilee to free his people from 
debt and bondage. Has anybody 
in these days offered a_ better 
plan? 


Horace P. Aikman New President 
of N.R.H.A. 


(Continued from page 38) 


gram for building a $350,000.00 
school. In 1933, he was appointed 
by Governor Lehman to the Gov- 
ernor’s committee of 21 on the 
cost of public education in the 
state of New York. He also 
worked at the same time with the 
legislative committee of the Board 
of Regents of the State of New 
York. 

Besides figuring prominently in 
the educational affairs of state and 
community, Horace is a former 
vice-president of the Cherry Val- 
ley Turnpike Association and one 
of its original organzers. He is a 
past-president and _past-secretary 
of the Civic Club of Cazenovia and 
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a member and trustee of the First 
Presbyterian Church. The Caze- 
novia National Bank and _ the 
Lincklaen House Hotel Corp. list 
him as a director. He is also vice- 
president of the Central New York 
Smaller Business Association, Inc. 

His hobbies are fishing, hunting 
and homeworkshop. He is very 
much interested in the Boy Scout 
movement and is an_ executive 
member of the Madison County 
Council. 

He married Edna Viola Rey- 
nolds, of Grahamsville, N. Y., on 
Oct. 6, 1917. They have two sons, 
William O., age 15 and Walter 
M., age 11. 
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Druggists’ Experience With 
Fair-Trade Laws 


(Continued from page 54) 


huge chain systems. On _ the 
other hand, if these laws fail, 
for any reason, in their purpose 
to make competition fair, the 
issue will be faced by the nation 
in making a choice as to whether 
or not the business of the local 
communities of this country is 
to be done by local people or con- 
trolled entirely by absentee own- 
ership. That choice is an ex- 
ceedingly grave one because if 
the growth of the chains is to 
continue, we must be ready to 
accept further drastic changes 
in the social structure of the na- 
tion. 

Under the Fair Trade laws 
the position of the independent 
retail druggist in the 44 Fair 
Trade States has been enor- 
mously improved. Violations of 
the minimum resale price con- 
tracts, which now cover many 
thousands of nationally adver- 
tised products, many of which 
had been the favorite field of the 
price cutter, are at a minimum. 
The majority of the violations 
are ignorant ones and where 
civil prosecution in the courts 
has been necessary, we have been 
universally successful in secur- 
ing injunctions against the will- 
ful violators. This development 
has gone so far that now, in 
several parts of the country, 
courts are issuing blanket in- 
junctions against the violation of 
all Fair Trade contracts in force 
against persistent and willful 
price cutters. One significant 
result has been the fact that 
many large manufacturers who 
have protected their products by 
Fair Trade contracts have seen 
a large increase in the volume of 
their products handled by the 
wholesale druggists of this coun- 
try. This means but one thing 
and that is that the business that 
has been abnormally diverted 
from small towns and neighbor- 
hood stores to the downtown 
cut-rater is now finding its way 
back to the indevendent retailer 
where it normally belongs. 


Many Surveys 
A great many surveys have 
been made, most of them having 


a tendency to show that the re- 
sult of Fair Trade is NOT a 
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general increase in prices. The 
N.A.R.D. is now engaged in a 
nation-wide study of the effect 
of the Fair Trade laws on the 
general price level and has sent 
detailed questionnaires to every 
retail druggist in the United 
States. The returns are now be- 
ing tabulated and analyzed. The 
work is being done by the Drug- 
gists Research Bureau and is in 
charge of H. J. Ostlund, profes- 
sor of marketing at the Univer- 
sity of Minnesota. In this survey. 
Professor Ostlund has been given 
a free and independent supervi- 
sion of this work. 

A graduate of one of our large 
business schools, as a part of his 
graduate work, conducted his 
own survey, in which he made a 
study of prices in Chester, Pa., 
in a Fair Trade state, and com- 
pared them with prices in Wil- 
mington, Del., a state that has 
not yet enacted a Fair Trade law. 
The scope of his study included 
products which were unprotected 
by Fair Trade contracts and 
those that were protected and 
also included a comparison of 
prices between suburban and 
downtown retail outlets. This 
study proved conclusively that 
the effect of the Fair Trade law 
in Chester, Pa., has NOT been to 
raise prices of the large number 
of products studied, but on the 
contrary, has demonstrated that 
under the Fair Trade law prices 
tend downward. 


Fair Trade Laws 


Of course, it should be borne 
in mind, at all times, that the 
Fair Trade laws are permissive 
only. No manufacturer is forced, 
under the law, to place his prod- 
ucts under the protection of re- 
sale price minimum contracts. 
He has a free choice and it 
should also be borne in mind that 
any concerted, organized effort 
or conspiracy of any kind to 
force or coerce any manufacturer 
into issuing Fair Trade contracts 
is unlawful. What we have done, 
and done most effectively. is to 
urge our members to give a free 
flow and a fair display of Fair 
Trade products in their stores in 
the knowledge that the manu- 
facturer who experiences a loss 


of volume, due to curbing of the 
predatory price cutter through 
the contract method, cannot long 
be expected to keep those con- 
tracts in torce. Many leading 
manutacturers in the drug in- 
dustry have found that their 
Fair Trade contracts have ap- 
preciably increased the scope and 
quality of their distribution for 
the very obvious reason that the 
product that is footballed by the 
price cutter and upon which the 
independent retailer is forced to 
take a loss or to sell without 
profit is not looked upon with 
favor or friendliness by that re- 
tailer, standing as the last link 
in the system of distribution in 
such products. 

I believe that if you, as inde- 
pendent retail hardware dealers, 


will make it known to your 
manufacturers who produce 
products which are _ footballed 


by price cutters, by individual 
and independent action, that you 
are interested in his placing his 
products under the protection of 
the Fair Trade laws, that he will 
not be long in acceding to your 
request. Manufacturers gener- 
ally, and rapidly, are coming to 
see that their millions spent in 
advertising their wares to the 
public do not bring adequate 
returns unless the majority of 
their army of retail distributors 
are enabled to sell their products 
at a living profit. 

I think manufacturers are 
coming to realize that their 
products are not completely sold 
until they reach the ultimate 
consumer. They are coming to 
realize that the retailer, who 
stands between him and his po- 
tential customers is, in fact, his 
partner, and must be preserved 
if his business is to grow and 
prosper. The thinking manu- 
facturer has also become con- 
vinced of the danger that is 
facing him in the increasing con- 
centration in distributive buying 
nower in fewer and fewer hands. 
Many manufacturers, large and 
small, have learned a bitter les- 
son in this regard. Many a man- 
ufacturer has found, to his own 
undoing, that if his distribution 
is concentrated in fewer and 
fewer hands, his independence 
as a free agent in his field is 
progressively diminished. 


Fair Trade Work 
There is a field that your Na- 
tional Association can act legally 


and in good faith, to bring man- 
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ufacturers into the Fair Trade 
field, but any activities on the 
part of your National Associa- 
tion that has a least tinge of 
coercion will only get you into 
trouble and serve to discredit 
the entire Fair Trade movement. 
It can, however, seek to show 
the manufacturer the fallacy and 
the danger of allowing the price 
of his product to be manipulated 
by the unscrupulous minority. It 
can show your manufacturers 
that you believe it is in their 
interest to prevent loss-leader 
selling of their products; and 
what is most important of all, 
if you desire to see an end to 
loss-leader selling in your field, 
when a manufacturer of a prod- 
uct places it under a Fair Trade 
contract, you must show him 
your appreciation by giving his 
product a free flow in your 
stores. If you will do that with 
the products of your manufac- 
turers who pioneer in this field, 
it will not be long before more 
and more of the producers will 
see the wisdom of protecting 
you, their customers. 


Prediction 


I am able, without difficulty, 
in my own mind to foresee the 
day in this country, under the 
privileges accorded by the Fair 
Trade Acts, when all identified 
products, which are in free and 
open competition with products 
in the same general class pro- 
duced by others, will be mar- 
keted under a system of Fair 
Trade contracts which will out- 
law for all time the predatory 
price-cutter, and which will in- 
sure the preservation of inde- 
pendent business enterprise in 
this country and at no increased 
cost to the consuming public. 


Fair Viewpoint 


The American people are fun- 
damentally fair when they know 
the facts and, in my opinion, the 
day is dawning when the con- 
suming public will come to re- 
alize that you retail hardware 
dealers and we retail drugyists 
are indispensable parts of this 
great democracy of ours, and 
that you and we must be pre- 
served in competition in retail 
distribution if the consumer him- 
self is not to be forced to the 
point where he will demand gov- 
ernmental control of all prices 
and all profits, as a result of 
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monopoly. I believe that the old 
system of distribution of man- 
ufacturer, wholesaler, retailer to 
consumer was the system under 
which this nation was built and 
saw its greatest real prosperity. 
When we began to eliminate 
various costs of distribution, 
without considering the hidden 
costs of such elimination, we did 
not count the cost of unemploy- 
ment, the cost of vacant store 
buildings, the social cost of the 
transformation of an indepen- 
dent business man into a clerk, 
nor the most bitter of all, the 
elimination of opportunity for 
our young people in our business 
life. 
knee to the god of bigness in 
the false hope that more and 
more concentration would bring 
us a better standard of living. 


Too long have we bent a 
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We have paralyzed, to a large | 


extent, that great group of in- 
dependent retailers who acted as 
a cushion for the whole com- 
munity in times of stress. We 
have, by allowing unbridled com- 
petition, permitted that cushion 
to be decreased in its effective- 
ness, and the result has been 
that the burden of relief costs 
due to unemployment has neces- 
sarily been shifted to the Fed- 
eral government. What the cost 
of that shift will be, no one yet 
is in a position to tell. 


Save Effort 


And so I see in the Fair Trade 
laws, a sane and logical attempt 
to reverse this trend and an at- 
tempt to give every man who 
seeks to go into business for 
himself, a fair and a square 
chance to survive —an attempt 
to secure once more real liberty 
and real freedom of action in 
this country of ours. The entire 
structure of our nation is built 
upon the thousands of small 
communities which make it up, 
and any law or system of laws 
which has as its purpose the 
preservation of local self-govern- 
ment and control in all of its 
phases, is a long step in the de- 
fense of our way of life against 
all of the alien isms and doc- 
trines which have _ prostrated 
democratic systems of govern- 
ment the world over and which 
even now are making their in- 
roads among our own people. 

In conclusion. it is my fond 
hope that the privileges accorded 
under the Fair Trade Acts will 
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Above: SPECIAL Parts and Fastenings 
accurately made to specifications or 
samples. Send for estimate. Inspect our 
salesmen’s sample kit of Specials. 
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Above: HOLTITE-Phillips Recessed 
Head: Self-Centering Screws and Bolts, 
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: ba Pe hose, steel goods and all season- 
Hardware Business Building able items are used in our spring 


y e promotions. 
in Metropolitan Areas After the 4th of July we clean 
up our stock for the next year 
(Continued from page 62) with a big spring clearance sale, 


offering standard merchandise at 


ful opportunity to merchandise (any color) and brush for only 15 such attractive prices that we 
related items, and our Clean-Up cents, if the customer will clip the move it out promptly. 


and Paint-Up advertisement, for coupon in our advertisement and . : : Pa 
instance, features housewares bring it to the store. This meth- Exclusive Specialties 
and house -cleaning equipment, od of promoting our paint de- One way to attract new busi- 
garden hose, fertilizer, lawn partment has proven most ef- oe te your steve ia to offer 
mowers, air sprayers, garden fective, because it gives the cus- something unusual and exclusive 
tools, and children’s playground tomer a fair sample of our prod- For this reason, our buyers ane 
equipment, as well as paints and uct, resulting in increased en- always on the ‘lechaet io am. 
brushes. parr gaat sales, as poe abog traordinary items, something 
additional sales on san , : 
Special Promotions turpentine and kindred cies. pope dag one else would be able 

We enjoy a splendid paint During the spring season we One of the best items we have 
business. We have gradually promote lawn mowers, allowing ever promoted developed for us 
built up our paint department up to $2 trade-in allowance for rather unexpectedly this last aeng 
volume by adding and promoting the customer’s old mower. At son. We were fortunate in hear- 
such lines as step ladders, all one time during the past season, ing of an Ozark farmer who had 
kinds of sprayers, insecticides, we had sea ee gow lawn mow- a stock of lumber suitable for 
fertilizers, seeds, rug shampoo ers, some that had seen service . 
or similar items. On aan a for 35 years. We handled this lawn or porch gliders. Contact- 


ing him, we made him a proposi- 
tion to furnish the screws and 
bolts necessary to assemble his 
lumber into a nice attractive 
lawn glider. Because of this ar- 
rangement we were able to make 
a very low price on a good qual- 
ity piece of merchandise. We ad- 
vertised this item, and sold over 
600 at a good profit, and since 
we had tied up the merchandise 


MILLIONS 0 F with our exclusive deal, we did- 
USERS SAY.. DAZ Ta Luve Fiero 


Working along the sale lines 


our spring paint promotions we trade-in feature profitably by 
have used demonstrators, and selling these mowers to repair 
offer, with the factory’s coopera- and service dealers, averaging 
tion, a quarter pint can of enamel over $1 per machine. Garden 







on another big exclusive promo- 
tion, we influenced a coal dealer 
to manufacture for us a line of 
concrete bird baths.. We con- 
tracted for 300 of these baths, 
but the 1938 season produced 
the profitable sales total of 650! 
This year we repeated the order, 
and added concrete urns and 
flower boxes, and our dollar vol- 
ume will double 1938. Sales such 
as these are, of course, extraor- 
dinary, but it pays to keep 
alert to such opportunities be- 
cause they will build store traffic, 
increase your business in other 
lines and build good will for your 
firm. 









And These Devices Give You 


6 PROFITS INSTEAD OF ONE 
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_‘ DAZEY CHURN & MFG. co. ws 
| Warne and Carter Avenues, St.Louis, Mo. 


How to Replace Sales Volume 
Lost to Chain Stores 





Cut rate drug stores and other 
competitive firms have been add- 
ing hardware items to their lines 
for a number of years, and are 
constantly increasing their scope 
and stock. To meet this, we 
have improved our services and 
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enlarged our lines of builders’ 


- hardware, and contractors’ sup- 


plies with very satisfactory re- 
sults. We have augmented our 
stocks with other lines such as 
luggage, awnings, bridge prizes, 
playground equipment and power 
wood working tools, and have 
thus effectively replaced some of 
the sales volume which we have 
lost to chain and cut rate stores. 
We have an open buying policy 
and will buy and sell anything 
that is profitable. 

One of the greatest weapons 
we legitimate hardware dealers 
ean wield in our fight against 
unfair competition is the power- 
ful factor of friendship based 
upon reliable merchandise and 
service. 


Friendship a Business Builder 


The number of people you 
know, friends whom you can 
call by their first names, is a 
potent, motivating influence in 
bringing people into your store 
and building your business. For 
this reason, the officers, depart- 
ment heads, and in fact, every 
member of your organization, 
should cultivate a large acquain- 
tance, inviting friends to trade 
at your store, and justifying that 
friendship by sincerely and hon- 
estly serving them to their best 
interests after they start trad- 
ing with you. 

We are members of such or- 
ganizations as the Chamber of 
Commerce, Builders Association, 
Merchants Association, Credit 
Association, Tip Toppers, Ro- 
tary and other service clubs. We 
realize that through such mem- 
bership we are not only fulfill- 
ing our civic obligations, but are 
widening our circle of friends 
and thus increasing our oppor- 
tunities to win friendship and 
good will for our store and its 
representatives. 

“He profits most who serves 
best,” is to my notion one of the 
greatest slogans of all time and 
I am convinced that we hard- 
ware dealers will profit most 
when we serve best, whether we 
are city or country merchants. 
Our progress and prosperity will 
increase, I believe, in direct ratio 
with the degree of sincerity and 
intelligence with which we ap- 
proach our problems as dealers 
and our opportunities to render 
efficient service to our custom- 
ers. 
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Trade Independent Campaign 


(Continued from page 64) 


life and again do our part in re- 
turning prosperity to this coun- 
try, which we all love so well. 

In this short space of three 
months’ time the slogan—INDE- 
PENDENCE MADE AMERICA 
— TRADE INDEPENDENT — 
has been’ generally accepted 
throughout the country. Hun- 
dreds of cooperating advertising 
groups have made it a part of 
their regular advertising—thou- 
sands of individual retailers are 
tying up with it. It is impossible 
to calculate how many hundreds 
of centers and thousands and 
thousands of individuals are al- 
ready using the slogan. 

It is our aim to set up local 
campaign organizations in every 
trading area in the nation. These 
organizations will have the sup- 
port of national headquarters, 
which will furnish all material 
for general publicity media and 
store tie up. A few centers have 
already been organized and the 


publicity programs are under 
way. We might repeat here that 
the membership of each local is 
made up of all types of retailing 
and local business and profes- 
sional men — hardware, drug- 
gists, grocers, bankers, garages, 
gas stations, department stores, 
jewelers, insurance agents, law- 
yers, doctors, etc. Paid local 
secretaries are advised for cen- 
ters of 50,000 and up not only 
in the interests of this particular 
city but to function as a focal 
point in servicing the smaller 
surrounding towns. 

More recently, we have devised 
a method permitting local groups 
to start functioning on a pre- 
liminary basis. Obviously, it will 
take many months to perfect our 
organization to the point where 
field organization crews can be 
sent to all local areas everywhere. 
Yet local interest is developing 
rapidly from New England to 
California and we have set our- 
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selves up so that local action may 
start where a minimum of 10 or 
15 stores get together and decide 
to go ahead. Then as fast as 
organization men can be trained 
they will be sent to these centers 
and permanent organizations set 
up. 

Funds for the work of organ- 
ization have been raised thus far 
through enrollments of retailers, 
clerks and allied interests in the 
“Minute Men of America” at 25 
cents each. A _ suitable button 
has been provided as a badge of 
membership. Naturally, where 
the amount involved is so small, 
just 25 cents, we must depend on 
securing the voluntary coopera- 
tion of many thousands and I am 
happy to state that collections 
from this source were sufficient 
to launch the campaign to the 
trade. 

Uniting all independent forces 
in any town or city under one 
banner—one plan of procedure— 
is in itself a sizable task. In- 


The Story 


enjoyed as much as $18,000 an- 
nual sales. 

Hal Duvall of the Carolinas 
opposing 
view, reminding the Congress that 
following the 1938 Congress 
which approved the Patman 
Chain Store Tax Law, many state 
association conventions failed to 


Association took an 


support the idea or approve the 
French Lick Springs resolution. 
It was decided that the Con- 
gress would consider, 
erate with the “Trade Indepen- 
dent” campaign of the retail gro- 
cery field and that in the broad 
picture the retail hardware asso- 


and coop- 


ciations would work cooperative- 
ly with other retail organizations 
on problems of common interest. 

Horace P. Aikman, Cazenovia. 
\. Y.. was elevated from the vice- 
presidency to the presidency sue- 
Redd, Cynthi- 
ana, Ky.. who presided over the 
Cincinnati George W. 
Green. Long Beach, Calif., a di 


ceeding Veach C. 
session. 


rector, was chosen as vice-presi- 
Four new directors were 
Details the officers se- 
lected are given on page 36. 
Monday was 
executive session, known as_ the 


dent. 
chosen. 


devoted to an 


100 


dependent merchants are inde- 
pendent people with viewpoints 
of their own but I do believe, and 
with conviction that we shall be 
able to secure a common attitude 
and agreement on a nationwide 
basis, because 
1. The need is so great and 
there is a universal desire 
among independents that 
something be done. 

. We have the basis for com- 
mon agreement and united 
action in our campaign 
theme and slogan and the 
constructive aim which it 
implies. Every independent 
believes this slogan. 

3. We have a plan or organ- 
ization that comprehends 
the problems presented by 
the independent business 
structure, and when proper- 
ly established it will func- 
tion in any small, medium 
or large sized city in rural 
or urban America. 

We invite and solicit your in- 


bo 


(Continued from page 36) 


Officers’ Council attended only 
by members of the N.R.H.A. gov- 
erning board, presidents, vice- 
presidents and secretaries of the 
constituent state bodies. A change 
in the regulations will hereafter 
permit directors of state associa- 
tions to attend and participate in 
these executive sessions. At this 
session it was voted to have the 
1940 National Hardware Week 
the first week in May and to urge 
that all 


wholesalers cooperate 


Why 


Extreme Pessimists 
of the Past 
... “They Were All Wrong” 


William Pitt said: “There is 
scarcely anything around us _ but 
ruin and despair.” 

Wilberforce in the early 1800's 
said: “I dare not marry. the future 
is so dark and unsettled.” 

Lord Grey in 1819 
everything was tending to a convul- 


“believed 


sion.” 

The Duke of Wellington, on the 
eve of his death (1851): 
thanked God he would be spared 
from seeing the consummation of 
ruin that is gathering around.” 





terest in this Trade Independent 


Campaign. It is a project that 
carries within its scope the im- 
mediate welfare of 1,500,000 in- 
dependent merchants and their 
dependents. I believe that the 
independent needs a voice to 
present his case and tell his story 
to the American Consumer and 
this campaign gives him that 
voice. He should not remain 
silent any longer. 

Our position and place in 
American business is being chal- 
lenged by a kind of power which 
we do not possess. We can only 
make headway against it by or- 
ganizing the forces that we and 
we only do possess—and that is 
the union of great numbers of 
business proprietors—the collec- 
tion of small change for a com- 
mon fund in order that we might 
broadcast throughout America 
our unanswerable claim to self- 
preservation. 


INDEPENDENCE MADE AMERICA— 
TRADE INDEPENDENT 


of the Cincinnati N.R.H.A. Congress 


with this promotion and avoid 
any competing activities at that 
particular time. The same view 
was later approved by the entire 
Congress. 

At the executive session, dis- 
cussion was also given to the Pat- 
man Chain Store Tax Bill with 
the report that the general mem- 
bership opposed the measure 
about 8 to 1 and that therefore 
the Congress should not approve 


the bill. 


Jitter? 


Disraeli (1849): “In 
commerce and agriculture there is 


industry. 


no hope.” 

Queen Adelaide said she 
had only one desire, to play the part 
of Marie Antoinette with bravery in 
the revolution that was coming to 
England.” 

Lord Shaftesbury said (1818): 
“Nothing can save the British Em- 
pire from shipwreck.” 

We got through then—and shail 
do so again. Why Jitter? 


reproduced from The Times, 
London, England, Feb. 15, 1939. 
by Revere Copper and Brass, Inc. 


Rome, \V. Y. 
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How’s the Hardware Business? 


(Continued from page 80) 


new quotation sheet on hay tools and 
barn equipment. Except for a few 
slight lowerings, in adjustment, 
former prices are generally left un- 
changed. On the more widely known 
lines, wholesalers at this time do not 
look for any revisions. 

* * * 

Coal Hods—Prices for fall 
are much firmer, with a number of 
jobbers reporting their own quota- 
tions above those prevailing late last 
year. 

* * * 

Snow S hovel s—Prices on 
competitively priced snow shovels 
have been reaffirmed. 

* # * 

Deadlocks—Prices have been 
advanced approximately 10 per cent 
on the 192 series deadlocks made by 
The Yale & Towne Mfg. Co., Stam- 
ford, Conn. Prices on other Yale 
lines for the hardware trade were 
unchanged. 

Marine Hardware—Prices on 
turnbuckles, rope thimbles, match 
hooks, shackles and other marine 
hardware specialties were advanced 
about 10 per cent on July 1. 

* * * 

Closet Bowls and Tanks 
There may be advances on vitreous 
china closet bowls and tanks. At 
the present time production on these 
lines is not great enough to meet 
demand. 

* * *% 

Skis—Prices on higher priced 
skis made by C. A. Lund Co., Hast- 
ings, Minn., have been reduced 5 to 
10 per cent. A slight advance over 
last year’s prices has been made on 
competitively priced numbers. 

* * *% 

Vacuum Bottles, Fillers 
Prices on competitively priced 
vacuum bottles and fillers have been 
reduced approximately 5 per cent. 

* * * 

Flashlights, Batteries—Sev- 
eral changes in dealer prices, as of 
July 17, have been announced by 
Winchester Repeating Arms Co.. 
New Haven, Conn., Division of West- 
ern Cartridge Co., including both 
declines and advances. The No. 85 
flashlight and battery deal has de- 
creased from $5.66 to $5.56. On 
the No. 75 flashlight and battery 
deal there has been an advance 
from $3.18 to $3.86. A decline from 
$1.92 to $1.87 has been announced 
on the No. 7924 flashlight and a de- 
crease from $2.93 to $2.86 has been 
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made on the No. 79124 flashlight. 
On the Bond line made by Bond 
Electric Co., New Haven, Conn.. di- 
vision of Western Cartridge Co.. 
there has been a decline from $5.66 
to $5.56 on the No. 82 flashlight and 
battery deal. On the No. 25 flash- 
light and battery deal there has been 
an increase from $3.18 to $3.86. The 
No. 7944 flashlight price has de- 
clined from $1.92 to $1.87. The 
decline on the No. 79144 flashlight 
was from $2.93 to $2.86. 


* * *% 


Air Conditioning Unit—An 
approximate price reduction of 20 
per cent on the Frigidaire portable, 
self-contained RSA air conditioning 
unit has been announced by Frigid- 
aire Division, General Motors Sales 
Corp., Dayton, Ohio. This reduc- 
tion brings the suggested installed 
price, less wiring and freight, of the 
unit conditioner to a new low of 
$319.50. 

* * * 

Roller Skates—The dealer 
price on No. 10 roller skates made 
by Union Hardware Co., Torring- 
ton, Conn., was recently advanced 
from 96 cents to $1.05 per pair. 

* * * 

Sleds—Slight reductions were 
recently made on the price of sleds 
made by Kalamazoo Sled Co., Kal- 
amazoo, Mich. 

x * * 

Jack, Ladder Chain—Prices 
on ladder chain and jack chain were 
recently advanced approximately 7 
per cent. Sash chain prices have 
been reafirmed. 

%* * 

Squares—Declines' were re- 
cently announced in the line of 
squares made by Nichols Mfg. Co.. 
Ottumwa, Lowa. 

* * 

Stove Pipe, Elbows——Prices 
have reached their lowest level in 
several years. Any changes that 
may come will likely be upward. 

ee & 


Stove Bolts—Prices on all 
types of stove bolts have declined 
approximately 714 per cent. 

* * * 

Wood Screws—Declines ap- 
proximating 714% per cent were re 
cently announced on all types. 

Se Oe 

Spring Clothes Pins—A _ re- 
duction of more than 10 per cent 
was announced on the Holdfast line 














that the PAINE spe- 
cial lead-mix and im- 
proved construction has 
stepped-up holding 
strength aus much as 
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Easy to install Safest 
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act depth holes. May 
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of spring clothes pins made by The 
Demerit Co., Waterbury, Conn. 
* * * 

Cotton Lamp, Stove Wicks 
Additional advances are expected on 
the prices of cotton lamp wicks and 
stove wicks. 

= * * 

Fire Extinguishers—General 
advances on the prices of 2% gal- 
lon soda and acid extinguishers are 
possible. It would be well to buy 
at present prices. 

* * * 

Plumbing and Heating Sup- 
plies—Generally speaking plumbing 
and heating supply prices are well 
grounded, with present prices, for 
the most part, steady. Any price 
changes that may come later on 
would likely be in the nature of ad- 
vances. 

* * _ 

Copper Sulphate--The price 
on copper sulphate has been ad- 
vanced 15 cents per hundredweight. 

* * * 

Copper—Some_ improvement 
in recent weeks has occurred in the 
copper industry. June production 
was reduced to 61.719 tons, while 
domestic deliveries of 53,573 tons 
were the best since October, 1938. 
Supplies fell slightly, marking the 
first decline since last September, 
though stocks on hand still amount- 
ed to six months’ supply. A heavy 
buying movement of copper de- 








veloped early in July. Total sales 
for the first 12 days of the month 
were 159,000 tons, substantially 
above the total of 66,000 for all of 
June. The highest monthly figure 
in recent years was 179,000 tons, re- 
ported in October, 1936. Sales for 
July will probably surpass this 
record. In response to this buying 
wave the domestic price was ad- 
vanced from 10 cents to 10.25 cents. 
Many within the industry believe 
that 10 cent copper will prove to be 
the 1939 low point. Zinc advanced 
10 cents per 100 pounds late in July. 
Tin prices remained practically un- 
changed. Except for tin and silver, 
the other leading metals are very 
nearly even with the prices of last 
summer. Lead advanced $2.00 per 
ton, July 31. 
* * - 
Copper and Brass Products 

With the early July advances in 
ingot copper, wire mills immediately 
announced a similar advance in the 
base quotations of bare, magnet and 
weatherproof wire. Copper and brass 
sheets and other products generally 
were advanced 4g to %4 cents per 
pound, and alloys proportionately. 
Corresponding changes were made 
in copper tubing, pipe, welding rods 
and flashings. Flexible armored 
cable price advanced 5 to 10 per cent 
on July 11. Previously the market 
had gathered considerable strength, 
with old coverages about used up. 
Distributors’ average costs are now 


a 


neve he, 


When the Pensacola Hardware Co. of Pensacola, Fla., featured the 
model kitchen shown in the above illustration the fact was heralded 
with large advertisements in the local papers. Building contractors 
and allied tradesmen were invited for a pre-showing. Not only did the 
public respond by coming in large numbers to see the model room, but 
many of the contractors sent their clients to see it. The result was 
that many of these prospects were sold appliances, floor coverings and, 
in many instances, practically the entire kitchen. Display, advertising 
and salesmanship dovetailed for what amounted to a perfect tie-up. 
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approaching closer to the standard 
market. On lamp cord prices are 
showing a definite upward trend. 
Rubber and lead cable was marked 
up about 5 per cent on July 12. 

* * ® 


Building Volume—Dollar vol- 
ume of residential building contracts 
let during the first six months of 
this year was greater than for any 
similar period since 1929, according 
to the F. W. Dodge Corp., New York 
City. In the 37 states east of the 
Rocky Mountains, the six months’ 
contract total was $644,527,000 
which was 61 per cent greater than 
the total for the first half of 1938, 
and 25 per cent greater than the 
total for the first half of 1937. Out 
of a $245,000,000 increase over the 
1938 period, $181,000,000 repre- 
sented the increase in private resi- 
dential building and $64,000,000 
measured the increase in_ public 
housing projects. All sections of 
the country participated in the resi- 
dential building increases, with in- 
creases over the first half of 1938 
ranging from 19 per cent in New 
England to 125 per cent in the 
Cleveland area. 

* * * 


1938 Retail Hardware Sales 
—In the review of the independent 
retail hardware trade recently is- 
sued by the Marketing Research 
Division, Bureau of Foreign and 
Domestic Commerce, Department of 
Commerce, it was indicated that 
sales of independent retail hardware 
stores in 27 states declined 11 per 
cent in 1938, as compared to volume 
for the same group in 1937, with 
declines most severe in the mountain 
regions. Cost inventories of inde- 
pendent hardware stores dropped 4 
per cent during 1938, the greatest 
decline being in the east south cen- 
tral region. The ratio of net sales 
to cost inventories was 3.0 in 1938 
and 3.2 in 1937. 


* * * 


Toy Business Growing—The 
toy industry of the United States has 
made remarkable progress during 
the past 25 years and is now the 
world’s foremost producer of play- 
things, according to a survey of 
world trade in toys made public 
July 25, by the Specialties Division, 
Department of Commerce. During 
1937, the latest year for which sta- 
tistics are available, the manufac- 
turing value of toys produced in the 
United States was recorded at $83,- 
511,633, an increase of 23 per cent 
compared with 1935. United States 
exports of toys in 1938 were valued 
at $3,427,018, the largest valuation 
for any year since 1929. 
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PERFECT BALANCE 


‘AM E 97 SOLID SHANK 
ONE PIECE FORKS 
(Hay, Header, Manure and Spading Forks) 


‘“‘Ames” Solid Shank One Piece Socket Forks are 
made from one solid bar of steel. The head and 
socket are one piece of steel and this strengthens the fork at 


ABW PRODUCTS the bend. The ‘‘Ames” Socket Fork has a perfect balance 





SHOVELS..SPADES..SCOOPS and makes for easier handling. Made of special analysis steel 
FORKS..HOES..RAKES these tools have unusual strength and ability to resist wear. ° 
POST HOLE DIGGERS 

AGRICULTURE HANDLES The ‘‘Ames” Socket Forks are only a part of the complete Ask Your 
W line of ABW Steel Goods. This line of Forks, Hoes and Jobber 
Rakes is manufactured in four grades and designed to meet e 
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every requirement. Here is a line which will give you a 
quick turnover and a high percentage of repeat orders. 
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spacious luxury of its rooms, 
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tariffs are always moderate 
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{2 5 ee for displaying your stock to best advantage. You'll be surprised 
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tomers yet costs so little! 

INVESTIGATE TODAY! Send for FREE Illustrated CATALOG 

NO. 40B—“SPEED TO INCREASED PROFITS WITH THE 
| HELLER MERCHANDISING SYSTEM.” 


ASK ABOUT OUR FREE 


W.C.HELLER & iiisabeuemseeeesen 


Compntin “4 New York City Montpelier, Ohio 


The Drake 


LAKE SHORE DRIVE - CHICAGO 
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Consumers’ Cooperatives 


(Continued from page 51) 


articles have been published de- 
scribing operations of consum- 
ers’ cooperatives. 





EpITor’s NoTE:—At this point 
Mr. Gunnarson told of a survey 
financed by the late Edward A. 
Filene and conducted by Flint 
Garrison, to explore the possi- 
bilities for establishing a league 
or chain of cooperative depart- 
ment stores. From this Mr. Gar- 
rison concluded that department 
stores did not lend themselves to 
the methods of consumers’ co- 
operatives in this country be- 
cause: 


“1. Consumer cooperation 
will attract first the families 
of average and lower-than-av- 
erage incomes. 2. Cooperative 
service must cover the prin- 
cipal items in the family bud- 
get to be of real significance 
to its members. 3. The whole 
range of department store 
merchandise, if we except 
food, covers only 14 per cent 
of the budget of families of 
average and lower incomes. 
The item of food absorbs be- 
tween 33 per cent and 40 per 
cent of the budget of such 
families. 4. Any consumer co- 
operative movement in the 
urban centers of the United 
States to be significant must 
rest primarily on the supply- 
ing of food. 5. A department 
store is not an efficient in- 
strument for the distribution 


of food. 6. All department 
stores, even those dealing 
primarily in popular - priced 
goods, receive the bulk of their 
patronage from families in 
the upper one-third or even 
the upper one-fourth of the 
income groups. 7. Families in 
the upper income groups are 
not friendly to consumer co- 
operatives. 8. That the Amer- 
ican people predominantly are 
not interested in cooperation 
as a philosophy, but only as a 
practical means to a practical 
end. 9. That a cooperative en- 
terprise must, therefore, dem- 
onstrate substantial savings to 
its members to survive.” 
It was his observation that thus 
far, except possibly in the field 
of farmers’ supplies, consumers’ 
cooperatives in the general com- 
modity field have not been able 
to show substantial savings to 
their members. 


The Merchant’s Attitude 


It may be said, I believe, that 
progressive retailers, whether 
hardware dealers or merchants 
in any other field, do not fear 
competition from consumers’ co- 
operatives so long as such com- 
petition is fair. In the last anal- 
ysis, consumers’ cooperatives, 
when operated on their own 
merits without special subsidy 
or encouragement from govern- 
ment, will be subject to all the 





hazards which beset other forms 
of business enterprise. Further, 
the cooperatives must face addi- 
tional problems characteristically 
their own, which result from the 
form of the enterprise and from 
the appeals to members which 
are other than economic. 


Consumer is Final Judge 


No form of competition should 
be dismissed lightly so long as 
it is in a position to benefit from 
favorable legislative and admin- 
istrative action. But in spite of 
such advantage to consumers’ co- 
operatives, for instance, individ- 
ual retail merchants in the 
United States have done a good 
job in meeting competition. 
There is every indication that 
this good work will go on. 

Some months ago there ap- 
peared in the Atlantic Monthly 
an article on cooperatives, writ- 
ten by J. B. Matthews, editor 
and director of Consumers’ Re- 
search, Inc. He said: “Wise con- 
sumers, keeping in mind the ex- 
acting test of price per unit of 
service, value, or performance, 
will be in no hurry to embrace 
an illusion of economic democ- 
racy which may entail the sur- 
render of some of their most im- 
portant interests. On the record 
to date, private competitive en- 
terprise, with all of its faults, ap- 
pears to be the best availabl« 
servant of consumers’ interests.” 

There lies the challenge for 
retailers. Let them continue to 
be “the best available servant of 
consumers’ interests.” 
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Entertainment at 


The N.R.H.A. Congress 


hosts to the National Con- 

gress, provided a program 
packed full of interesting trips 
and evenings of merriment that 
will be remembered long after 
visiting dealers return to their 
homes. Conviviality was the rule 
and was observed to the letter 
and in full force by convention 
delegates. 

First of the festivities was the 
“Get Acquainted” reception and 
tea for the ladies on Monday, 
July 17, which heralded the 
opening of the congress. That 
evening the Hall of Mirrors in 
the Netherland-Plaza Hotel held 
the gaiety of a modern cotillon 
and dance. 

The ladies also won the second 
round of fun when they assem- 
bled for an afternoon journey 
by bus caravan to Ault Park, the 
Taft Museum, Rockwood Pottery, 
Union Terminal, and a ride up 
one of Cincinnati’s incline planes. 
In the evening the entire assem- 
bly got together for relaxation 
in the carnival atmosphere of 
Cincinnati’s Coney Island, land 
of fun, shooting galleries and 
side shows. The trip to and 
from Coney keland was an hour’s 
river sail on the steamer, /sland 
Queen. 

On Wednesday the ladies flirt- 
ed with fortune at a card and 
lotto party held at the hotel. 


‘$ INCINNATI dealers, as 


Each lady received a genuine 
Rockwood vase as a_ souvenir 
and the winners received prizes. 

As a fitting climax to the day, 
the dealers and their ladies were 
taken back to Cincinnati’s ‘“‘good 
old days” as typified in the ‘Over 
the Rhine” section of Cincinnati, 
that part of the city which was 
the middle-west counterpart of 
Vienna and San Francisco’s more 
notorious Barbary Coast. Such 
labels however belong to the dis- 
tant past and fun to the present, 
so with much gusto and “gemuet- 
lichkeit” and of course, beer, the 
“Over the Rhine Party” was a 
huge success. 

The ladies being tireless and 
really on vacation, they assem- 
bled in the hotel lobby the next 
morning for a sightseeing tour. 
Buses took them to Eden Park 
known for its beautiful view of 
the Ohio River and its floral con- 
servatory; thence on to the Zo- 
ological Gardens, world-famous 
for its barless grottoes and return 
to the hotel for the final session 
which they were invited to at- 
tend. Then a dinner-dance made 
novel by the absence of speeches. 

As a parting to the visiting 
hardware assembly, Cincinnati 
had in store an old-fashioned 
picnic at the Hartwell Country 
Club with a skillful mixture of 
golf, baseball, tennis, sunshine, 
grass and sky. 

















There were so many Ohio delegates it took a double exposure picture 
to get them all in 
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Vent-A-Hood kitchen ventilator 
equipped with a GREASE TRAP 
to keep ceiling and walls clean 
—a patented centrifugal exhaust 
unit that forces cooking odors, 
steams and vapors out before 
they have a chance to invade the 
rest of the house. ... Investigate 
this modern kitchen ventilator 
before you build or complete 
your plans. Its new, modern, 
efficient. Exhaust unit may be 
had separately or with the hood. 
Ask for illustrated folder. 


The \V (Saar Ni rele) D) Co. 
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Dept. Al 


DALLAS, TEXAS 
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HE score of years that these fine 

products of builders’ hardware 
have been offered to the trade have 
been marked by dependability in 
service always. 


Ie is little wonder that the endorse- 
ments of the many users of National 
Hardware have created the popular 
demand that exists today. Discrim- 
inating builders ask for these prod- 
ucts by their trade 
name and insist 
on the genuine. 


If you do not car- 
ry this hardware, 
you should write today 
for full particulars. 






National Manufacturing 
Company 
STERLING - - - ILLINOIS 
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Diversion of Retail Sales 


(Continued from page 47) 


fully our lack of financial power 
to do the whole job for all of re- 
tailing. What we have done so 
far has accrued to the benefit of 
most of the major branches of 
distribution. Today we ask your 
help and offer our cooperation. 
Before very long a central or- 
ganization will function to co- 
ordinate retailing’s national ef- 
fort to protect itself and the 
public. 

We propose, with your help 
and by the use of an organiza- 
tion, regardless of its source or 
parentage, so definite in form 
and purpose as to force the 
recognition and respect of the 
entire economic system: 


1. To dignify retailing. 

2. To acquaint the public, 
educators, students and all im- 
portant groups, with retailing 
as an honorable profession. 

3. To build public  confi- 
dence in retailing as against 
substitute systems. 

4. To portray the damage to 
all business and the _ public 
which would follow the disin- 
tegration of the retail system 
in an age of machine produc- 
tion. 

5. To show the magnitude 
of the trade diversion problem 
faced by retailing. 

6. To portray the public’s 
losses incurred in buying 
through unknown channels. 

7. To publicize judicial rul- 
ings and similar “public news” 
depicting clearly these con- 
sumer losses. 

8. To build emphatic and en- 
thusiastic interest among the 
retailers themselves in their 
own problems. 

9. To teach forcefully the 
economics of marketing and 
the direct and indirect results 
of “by-pass” selling and pur- 
chasing. 

10. To persuade all employ- 
ers and others whose prosper- 
ity depends upon the American 
business system that to seek 
so-called special buying privi- 
leges for some citizens, which 
are not supposed to be enjoyed 
by all, is not only harming the 
public at large and those who 
are supposed to be helped, but 
also strikes at the heart of 
every single factor in our 
economy. 
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We propose to do this by di- 
rect contact with retailers, man- 
ufacturers, bankers, railroads, 
insurance companies—in fact all 
those whose interests lie in the 
prosperity of the American econ- 
omy. We propose to work co- 
operatively and, where invited, 
jointly with a veritable honey- 
comb of trade organizations 
representative of all of these 
groups. We would not forget 
the chambers of commerce, the 
better business bureaus, the 
consumers’ organizations and the 
joint organizations of consumers 
and retailers. And because of 
its extreme importance to all of 
us, we propose to work directly 
with employers and voluntary 
groups of employees who, 
through misunderstanding or un- 
awareness of the magnitude of 
the business disruption, have 
lent innocent encouragement to 
the trade practices which are our 
immediate concern. 

We propose to coordinate our 
activities so that furniture will 
not work at cross purposes with 
hardware and that all retailing 
may work in harmony with pro- 





duction, transportation, finance, 
in cleaning up the American sys- 
tem of distribution. 

We propose to work for reform 
within retailing: 

a: Ta causes for 

criticism. 

b. To prove the sincerity of 
our purposes. 

c. To give us “clean hands.” 

d. To foster public approval. 


remove 


And we have not forgotten the 
educational system of the coun- 
try which is producing the busi- 
ness men of tomorrow; in which 
as yet no straightforward pre- 
sentation of this problem of fair 
trade relations has yet been pre- 
sented by any university or col- 
lege in the United States, to our 
knowledge. Thus, through a di- 
vision of research and planning. 
we propose to develop the tools 
with which both business and 
education may work. 

May we look forward together 
to the type of joint activity 
which may win our mutual re- 
spect for one another, cement 
our trades together, develop a 
spirit of professionalism in all 
retailing? And may we expect 
the early appointment of your 
Committee on Trade Relations 
to give us the mechanism for 
joint activity? 


Druggists’ Experiences With 


Fair Trade Laws 


(Continued from page 97) 


be utilized as soon as possible by 
the manufacturers in your great 
field as they have been generally 
by the manufacturers in the re- 
tail drug field. The Fair Trade 
laws are based on fairness and 
justice to all concerned, the man- 
ufacturer, the wholesaler, the 
retailer, and the consumer. It 
is my hope that we will not have 
to return to that dark age in 
competition which extended from 
1911 up to the beginning of the 
depression years. 

A method to curb selfish and 
destructive competitive methods 
has now been provided. I feel 
sure that if you will get inter- 
ested enthusiastically and seri- 
ously in fair trade, recognizing 


your own individual powers and 
the handicaps under which your 
national organization must ne- 
cessarily labor, and if you will 
follow the wise leadership that 
is now available to you in your 
national organization, the retail 
hardware dealers of America 
will reap great benefits for 
themselves and for the communi- 
ties in which they live. It has 
been proven time and time again 
in recent years that the only 
hope for the independent retailer 
is in collective organization, cast- 
ing aside all selfishness and each 
one putting his shoulder to the 
wheel of enlightened organiza- 
tion effort. 
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POWER TOOLS 
at Quick-Selling Prices 


Arcade Power Tools enable home crafts- 
men to get the equipment they want for 
their shops at prices they can afford to 
pay. These tools are exceptionally well 
designed and quality built for long ser- 
vice and accurate workmanship. See the 
low prices listed below. 
the Arcade Line is shown here . . . 
for free catalog illustrating all 

Tools, Model Makers and Accessories. 


ARCADE MFG. CO. 


1201 Shawnee St., Freeport, Ill. 


Order from your Jobber 


ARCADE 


HARDWARE & TOOLS 





Only a part of 
write 
Bench 





RETAIL PRICES 


Dise Sander, 8'2”...$ 5.00 

Drill Press, 15” high 5.30 

Jig Saw, 10” throat. 5.30 

Belt Sander, 4” x 4” 
drums aie 


8.00 
Lathe, 8” Swing, 30” 
between centers. 9.50 
Band Saw, 10” . 18.00 


Bench Saw, 6” biade 11.00 
Bench Saw, 8” blade 22.50 
Prices west of 
Rockies slightly 
higher. 





line includes 








NO. 7, PROYIDENCE OYSTER KNIFE: Length Blade, 254" 
One of a new line of TEMPERITE 


SHELL FISH KNIVES 


ONE-PIECE—FORGED—STAINLESS STEEL—Rust and Germproof—Wel- 
comed by "'Shuckers'’ as the best ever to make tough jobs easy. Ap- 
proved by State and Federal authorities as thoroughly sanitary. The 


3 STYLES OYSTER KNIVES — 2 STYLES CLAM KNIVES 
| STYLE EACH SCALLOP and CRAB MEAT 
Write for prices and special circular and complete catalog today! 


ROBERT MURPHY'S SONS, AYER, MASS. 
Knife Makers for 89 Years 


We also make a complete 
OYSTER-CLAM, etc., KNIVES. 


line of STAY-SHARP CARBON STEEL 



















Retails for 


Pellets 


A FAST SELLER 
AT A GOOD 
PROFIT 


MONEY BACK IF 
RATS DON'TDIE 














FARM AND NATIONAL ADVERTISING 


this fall and winter will make your customers 
ask for JIM DANDY—the positive way to ex- 
terminate rats, mice and other rodents. Harm- 


less to humans and domestic animals. Drives 
rats out of doors to die. Made of Red Squill, 
recommended by U. S. Dept. of Agriculture. 
COMES READY TO USE. Stock this moncy 
maker in bags on attractive display card. 
48K YOUR JOBBER OR WRITE US 


D. B. SMITH & CO., 9 Main St., Utica, New York, U.S. A. 
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ANEW PUTTY 
That Never Settles 


STAZON is a NEW All-Purpose Putty 
that never settles in the can. No mixing 
or stirring of hard settled pigment. A 
low cost competitive grade material 
made by the country’s largest producer 
of putty and allied products. Backed by 
14 years experience. In 1 and 5 lb. 
lithographed cans. Other sizes attrac- 
tively labeled. Non settling at no extra 
cost. 





PLASTOID ASBESTOS 
FURNACE CEMENT 


A time-tested Furnace Cement of the 


highest quality. Ideal for setting fur- 
— naces. Withstands intense heat. Fur- 
‘Canaan nished in standard size neathky litho- 
graphed cans 
PLASTI-GLAZE 
A high quality glazing compound that 


provides a PERMANENT Crack-less Bond 
for glazing either wood or metal sash 
Adheres so securely to glass and sash that 
the joint becomes completely airproof and 


waterproof. Avoids constant reglazing 
Ready for use with ordinary putty knife 
In % pt. to 20 gal. containers 


Our Line Includes— 


All types of Wood Sash, Steel Sash and 
Metal Casement Putty. Caulking and 
Glazing Compounds for every purpose. 


-o PLASTIC PRODUCTS COMPANY... 


GENERAL OFFICE 6481 GEORGIA AVENUE © DETROIT, MICHIGAN asad 
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The 
Lincoln 








Your Fellow Dealer 
Wrote That Profit Message... 


Now—all you need to do, is write for more copies 
of letters from community hardware dealers just like 


yourself, to find out how hundreds more are getting up to $8 per day com- 
bined rental money for their Lincoln Speed-O-Lite and Dustless Disc Sanders 
plus an equal amount of extra sales on finishing supplies. 
Get Your Copy of the Lincoln Merchandising Plan. 
Full Details and Pay-As-You-Profit Terms! 


a ce ee ee 
I 0 ¢ DON es. cee 


Write for 


AND AVENUE CHICACO. ILLINOIS 


World’s Manufacturer of the Most Complete Line of Floor Maintenance Equipment 


3S Te C 
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After Hours! 


Hardware Co. The four clerks, Richard Walsh, 

Harry Jackson, Pete Smith and Fred Kelly, are 
waiting for George Stevenson the owner to appear. 
On the counter is a copy of the July 27, 1939 issue 
of HarpwareE Ace—The Merchandise Directory 
Number. Walsh, the oldest clerk, turns to the others 
and says: 


WALSH: Just regard me as “Old Man Experi- 
ence.” I’ve been in the hardware business for a good 
many years. I’m not guessing. / know what I’m talk- 
ing about! Always bear in mind the fact that people 
do their best selling on the things they know the most 
about. And also remember that if a firm wants to 
make money it has to stock its store with the things 
people want to buy. And in order to stock a store 
properly you have to know what to buy. All of the 
consumers in this town expect us as their source of 
supply to know enough about 60,000 items of mer- 
chandise to assist them in making the proper pur- 
chase. This issue of HARDWARE ACE is the answer. 


KELLY: How do you mean, Dick? 
WALSH: Well, in the first place, this book fur- 


nishes you with the quickest known means of identi- 
fying the brands of every manufacturer in the 
hardware and allied fields. Take the merchandise di- 
rectory section for instance. It contains a handy, 
time-saving compilation of hardware and allied mer- 
chandise with every type of product listed alpha- 
betically and the names of the makers of that product. 
I've visited many wholesalers and seen buyers—men 
who do nothing else but buy hardware—use this book 
day in and day out. This section tells them who 
makes an item and the advertising pages frequently 
describe it. You fellows study that book and you'll 
be better hardware men and make better jobs for 


[ is after hours in the store of the Stevenson 


vourselves. 
JACKSON: What's the answer to that? 


WALSH: It’s very simple. If you know more about 
hardware, the various manufacturers and wholesalers 
and their lines it stands to reason that you'll be more 
valuable to the customers. You'll be in a position to 
help them at all times. If you can help the customers, 
you'll make sales and if you make sales you help the 
firm. And when you help the firm do more business 
you put yourself in line for a better job. You'll find 
all the answers right here. Pete, do you remember 
that woman who came in about two weeks ago and 
asked about an oil-burning heater? 


SMITH: Yes, she had seen the one she wanted 
but all she remembered was the brand name. Said 
she wanted more information about it and said she 
wanted one. 


WALSH: Yes, and you couldn’t identify the heater 
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by its brand name! She was going to walk out when 
I happened to come along. Matter of fact, I'd just 
been checking up on heaters in this issue and | re- 
membered the name. We ordered one for her and 
she has it now. If it hadn't been for that book we'd 
have lost the sale. Instead we satisfied a customer, 
made a sale and convinced her that we knew the 
meaning of service. 

Here’s another point. There are more than half a 
thousand advertisers in this book. Many of them de- 
scribe items you already know about and many others 
are featuring items that have just been introduced. 
You'll find them all within these two covers. Read up 
on them, familiarize yourselves with their regular 
lines and new products and you'll be better all ‘round 
hardware men and bigger business-builders for the 
Stevenson Hardware Co. If you hear of a trade name 
you can’t remember just turn over to the listing of 
manufacturers’ trade names. Every advertiser in this 
issue has his trade name listed there. You can't 
go wrong for they are all checked and double-checked. 
And while we are on the subject, don’t forget the 
jobbers’ brands. They’re all there too. Why men, 
that book’s a mine of information. All you have 
to do is to make the most of it and use it. 

(Mr. Stevenson enters.) 

STEVENSON: Well, boys, I see that you're using 
your time to good advantage. Just heard what you 
said Dick and you never spoke a truer word. Yes, 
boys, if you want to find out anything about hardware 
you'll find it in the Merchandise Directory Number 
of Harpware Ace. And in addition to what Dick 
has just said you'll find a good many helpful tables 
in that editorial section. Then there are glossaries 
of arms and ammunition terms and builders’ hard- 
ware terms: a harmony chart that will help you sell 
paint and color ware; suggestions on how to build 
window displays and a lot more besides. But don’t 
let me tell you about it. Open up the covers and 
1ead it for yourselves. Remember that the more 
knowledge you have about your business the more 
money you will make for the firm and for yourselves 
and the better hardware men you will be. Use this 
book as a reference and make it your guide. I’m 
frank to say that I'll be referring to it just as much 
as you will and I expect that it will do me just as 
much good. I’ve been in this business a good many 
years but I’m never too old to learn. And I have 
never failed to profit from a day-to-day reference to 
this Merchandise Directory. 

(The door opens and John Phillips, another hard- 
ware dealer, enters.) 

PHILLIPS: Well, George, I see you're looking over 
that Merchandise Directory Number. Golly, I couldn't 
do without it. 


STEVENSON: Neither could I. G.M.S. 
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Veach C. Redd’s Address 


(Continued from page 41) 


no play makes Jack a_ dul! 
boy,” but I often wonder why it 
is so hard for the hardware 
dealer to get the viewpoint that 
the hardware business is an ex- 
citing, interesting and fascinat- 
ing occupation—not a gamble, 
not a grind, not slavery, but a 
fair and equitable game just 
like any of the other games in 
which he likes to play, and that 
it is capable of yielding a profit 
in proportion to the time, ef- 
fort, and gray matter which he 
puts into it. 

What does your hardware 
store mean to you? What is 
your viewpoint? I’m_ talking 
seriously now, because I be- 
lieve in this thing myself. Do 
you look on it as a treadmill—a 
place you are glad to get away 
from, just a place to work and 
grow old? 

After all, it’s the viewpoint 
we have, the outlook on our jobs 
and opportunities that make us 
successful and bring us to the 
point where we can get a sense 
of pride in our accomplish- 
ments. 


Opportunity for Service 


The word service is prob- 
ably the mo8t overworked word 
in the English language today. 
Be that as it may, there is still 
a place for it—it builds good 
will and it is the fundamental 
foundation of every successful 
business. 

Good service and satisfaction 
are the means which induce the 
customer to come back for the 
second purchase, and they are 
the factors which he uses in in- 
fluencing his friends to make 
purchases because they accept 
his arguments at face value. 

Sound business relationships 
are not established alone by the 
mere exchange of dollars for 
merchandise, but they rest upon 
the enduring foundation of 
agreeable and unselfish service. 

Let each one of us today as 
hardware retailers in our re- 
spective communities recognize 
in our own businesses an oppor- 
tunity to render better service. 
Let us recognize the dignity of 
the hardware craft as a chal- 
lenge to raise the standard of 
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personal dignity, and in this 
way better serve society in gen- 
eral. 

I know it is true that we have 
several millions unemployed in 
this country today. We have al- 
ways had to face the unemploy- 
ment problem and probably al- 
ways will have to face it. Let’s 
do something about the oppor- 
tunities that are here for us in 
the other millions that are em- 
ployed, and also in other mil- 
lions that are comfortably situ- 
ated and need and want the 
things we have to sell, and are 
financially able to buy them. 

I don’t think I am over-opti- 
mistic when I say that a new 
day is dawning. We have more 
independents in business today 
in this country than we had in 
the boom of 1929. Eighty-six 
per cent of the stores in this 
country today are independent- 
ly owned, and those stores are 
doing over two-thirds of the re- 
tail sales volume. 

I don’t think this is anything 
to be ashamed of, much less to 
get pessimistic over, and cer- 
tainly there must have been op- 
portunity somewhere along the 
line. 

If I had a son today, I would 
feel a keen sense of disappoint- 
ment if he did not follow in my 
footsteps, when I am ready to 
quit the game. 

If the rising generation does 
not recognize the opportunity 
in independent retailing today, 
maybe “the fault, dear Brutus, 
lies within ourselves.” 

OPPORTUNITIES in the fu- 
ture—again I say they are un- 
limited. 


Tonean Iron Pipe 


The Republic Steel Corp., Cleveland, 
Ohio, has issued an attractive two-color, 
14-page catalog entitled, “Toncan Iron 
Pipe For Tough Service.” This is the 
story of Toncan copper molybdenum 
iron pipe and covers such subjects as: 
the electric weld process of manufac- 
ture; rust and corrosion properties; 
threading procedure; welding; sizes and 
weights; outstanding installations and 
service records in specific fields; how 
to specify and order; where to buy, and 
other information. Copies of this cata- 
log. Adv 333, available from advertising 
division of the company. 
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PULSATING 
PERSONALITIES 


...the men and women 
whose names and achieve- 
ments mean news always 
choose the Bellevue because 
every event of social, com- 
mercial and artistic importance 


in Philadelphia centers here. !"<vde 


Historic 
Philadelphia 
in Your 
Itinerary 


BELLEVUE” 
STRATFORD 


IN PHILADELPHIA 
(Air-Conditioned CLAUDE H. BENNETT 


Restaurants) 





General Manager 
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GEORGE B. PITTS, 
president of the Clark Hard- 
ware Co.. Jamestown, N. Y.. 
wholesale and retail hardware 
and electrical concern has been 
identified with hardware for 
the past 51 years and is still 
with the firm with which he 
started. Moreover, he is still 
a native of the town in which 
he was born on August 18, 
1870. He attended Jamestown 
High School and entered the 
employ of the Clark Hardware 
Co. as a bookkeeper in No- 
vember 1888. On February 1, 
1897 he was admitted to the 
firm as a partner and when 
Milton H. Clark, president of 
the company. died in 1911 Mr. Pitts succeeded him to 
the presidency. He has been extremely active in fields other 
than hardware as his record shows. He is a member of 
the advisory board and a former director of the Bank of 
Jamestown; an organizer of the Chamber of Commerce 
with which he served six years; member of the Board of 
Education for six years: has been a deacon and an elder 





GEORGE B. PITTS 
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Hardware Age 
Fifty Year 
Club 


and is now a trustee of the First Presbyterian Church and 
a director and vice-president of the Y.M.C.A. He is also 4 
member of Mt. Moriah Lodge F. and A.M.; Western Sun 
Chapter R.A.M., and Jamestown Council, Knight 
Templar. 


OSCAR V. HANSON, co- 
partner in the Hanson Hard- 
ware Company, Rochester. 
Minn.. celebrated his 62nd 
birthday on May 29 of this 
year and completed his 5lst 
year in the hardware business 
at about the same time. Mr. 
Hanson was born in 1877, and 
in 1888, when only 11 years 
of age, entered the employ of 
the Claussen and Adler Hard- 
ware Company. After eight 
years with that firm he became 
identified with the Schneider 
and Trenkamp Company and 
sold stoves to hardware deal- 
ers for the next six years. For 
the past 37 years he has been 
in the Hanson Hardware Company in Rochester. Mr. 
Hanson was one of the original organizers of the Hall 
Hardware Company. and has been one of its directors 
for the past 26 years. He has also been a director of the 
Hardware Mutual Insurance Company of Minnesota for 
the past 32 years, a director of the Olmsted County 
Building and Loan Association for 29 years, and a director 
of the Civic and Commerce Association for six years. In 
addition to this he is an ardent attender of hardware con- 
ventions. In this connection he says, “I can candidly say 
that by attending conventions I have been able to keep 
up with the times and these conventions have been a 
great benefit to me in the past.” Mr. Hanson has two 
ideally balanced hobbies. He plays golf in his leisure 
hours during the day and bridge in the evening. 





0. V. HANSON 
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RICH 


Ladders 






For Bigger Profits 


Increase your sales and profits 


with RICH ladders. 


Rigidly reinforced at all points 
of stress, RICH are the lightest. 
strongest, SAFEST ladders 
made. Their many extra fea- 
tures help close sales quickly 

. profitably. See your jobber 
or write. 











THE RICH LADDER & MFG. CO. 
1012 Depot St., Cincinnati, Ohio 














—if you advertise in newspapers 
you should see the 


Economist Hardware Mat Service 


This service gives you mats of illustrations drawn by lead- 
ing artists. 
Each issue is carefully merchandised to cover seasonal pro- 
motions, with well written copy and layouts. 
Plenty of hand-lettered headings and borders, as well as 
small "spot" cuts, and photos! 
If you are ready to advertise for increased business, this 
service can be useful to you. 

Executives: write for sample proof book on 

your company letierhead, stating your title. 


VINCENT EDWARDS & CO. 


World's Largest Advertising Service Organization 


342 Madison Avenue New York City 








Wanta Good Position? 


The quickest and surest way of securing «@ 
good position is through the Classified Oppor- 
tunities Department of Hardware Age. 


Hardware Age will put you in touch with 
Hardware concerns who want help and look 
for it in the Trade-paper that reaches the 


areatest number of readers. 
Send your copy with remittance to 


HARDWARE AGE 
Classified Oportunities Dept. 
239 West 39th St.. New York City 








Look at this ROPER 
Direct-Drive Water System 


Exclusive features make this Roper a 
standout in water systems... make 
it easier to sell and more satisfactory 
to own. 



















It’s a double-acting single cylinder 
piston system... pumps water from 
any source down to 22 feet with a ca- 
Pacity of 250 gallons per hour. 
Direct Drive (no belts), Sani- Tank 
(strictly sanitary), Air Volume Con- 
trol and Built-In Pressure Switch 
(automatic operation). Write for lit- 
erature on shallow and deep well 
systems. 





cen NE PRODUCTS 


ro) SL amda rd, Greruhere 


BARN EQUIPMENT 
Cattle Stalls, Stanchions, Pens, Water 
Bowls, Milking Stools, Feed Carriers, 
Feed Trucks, Litter Carriers, Cork Brick, 
Steel Columns, Ventilation, etc., etc. 








Established 1879 


aso HAYING TOOLS anp 
A HARDWARE SPECIALTIES 


‘Guaranteed to satisfy the user’”’ 


THE NEY MFG. CO., CANTON, O. 


BRANCH HOUSE - COUNCIL BLUFFS, IA 


























Gardiner Acid-Core Solders make 
good because they are made good. 
Their reputation for highest qual- 
ity, uniformity and economy is nation- 
wide . . . is a big factor in stepping up 
sales and profits. Win the cream of the big home market by stocking the popular 
Gardiner Repair-All Household Package. Cash in on the preference of farmers, 
mechanics. garages and other |, 5 and 20-pound spool buyers for solders bearing the 
Gardiner trade mark. Ask your jobber for prices and details. 


&., « : i‘) 
lardiner = 
Mm ETAL CO. Yea, & 






4821 S. Campbell Ave., Chicago, 
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Arm-and-Hammer 





Improved 


PIPE 























The Drop - Forged and 
“Combination” Pipe Cut- 
ters can be used as a 1 
or 3 wheel cutter. All are 
improved cutters, accu- 
rately made with hardened 
steel pins and _ rollers. 
Thrust rods of “Saun- 
ders” type cutter are 
hardened at the point and 
bear on embedded, hard- 
ened steel block. On 
“Barnes Type’ the thrust 
is taken up by drop- 
forged steel section. Parts 
are interchangeable with 
other standard makes. All 
are Cadmium Plated. 


ARMSTRONG BROS. 
Knife Blade Cutter 
Wheels cut much faster 
and easier, hold their keen 
cutting edge for they are 
made of Vanadium Tool 
Steel, heat treated, hard- 
ened, and cadmium plated. 


Write today for Cat- 
clog P-35, the most 
complete line of Pipe 
Tools made. 


AGRETRONG EROS. TOOLOONPANY 
"The Tool Holder P 
314 WN. pranstene Ave., CHICA 


: U.S.A. 
New York 


San Franciseo London 








AT YouR service f 


Tur “Who Makes It” 
Editor will be glad to 
help you in your search 
for the name of the man- 
ufacturer of that product 
you are interested in. 


If you do not find it or 
its trade name listed in 
the current Directory 
Number, in all probabil- 
ity it has been incorpo- 
rated in the revised list- 
ings that are being pre- 
pared for the next issue 
of the Directory Number. 
Many such changes are 
being made daily and the 
listings brought up to 
date. 


If your current Direc- 
tory does not give you 
the information you seek. 
write the “Who Makes 
It” Editor. He's at your 
service! 
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The ““WHO MAKES IT?” issue of 
HARDWARE AGE enables you to 


quickly locate sources of supply and 


helps you answer many questions re- 


garding brand names, products, etc. 


Who makes the 


Ridgewood 


Ridgewood. N. 5.3 
Nibco lawn sprinklers? 
Hdwe. Co.. Elkhant. Ind. 

ANSWER: Northern Indiana 
Brass Co., Elkhart. Ind. 


Who makes the 
Elmer 


Camden, N. Y.: 
Standard post hole auger? 
E. Smith. 


ANSWER: Specialty Devices Co.. 
106 W. 3rd St.. Cincinnati. Ohio. 


Cincinnati. Ohio: Who is the dis- 
tributor for the Mauser height gage? 
Dettmer Hdwe. Co. 


ANSWER: 
130 Lafavette St.. 


George Scherr & Co.. 
New York. N. Y. 


De Funiak Springs. Fla.: Who 
makes Rife rams? Fisher Hdwe. Co. 


ANSWER: Rife Hydraulic Engine 
Mfg. Co.. 75 West St.. New York. 
N.. ¥. 


Emporia. Kans.: Who makes a 
bending jig suitable for bending soft 
metal? Haynes "Hardware Co. 


ANSWER: The Butler Craftsman 
Co.. 34 Harding St., West Newton. 
Mass. 


Lowville. N. Y.: 
Aga insulated 
Green. Inc. 


Who makes the 
Fowler & 


stove? 


ANSWER: Aga Stove Co., 19 F. 


17th St.. New York, N. Y. 
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MAKES IT?” 


Information regarding sources of supply as provided readers of 
HARDWARE AGE by the “Who Makes It?” editor is here pre- 


sented as an aid to others in the trade who may be seeking the 


same articles. 


The inquiries reproduced have been selected be- 


cause of their general interest to hardware merchants and buyers. 
This editorial feature in each issue supplements the service ren- 


dered by the “Who Makes It?” issue. 
mentioned, state that you secured your information 


When writing to the firms 
from the 


HARDWARE AGE Directory Number. 


Who makes 
Dean Hard- 


Lovington. N. M.: 
Seth Thomas clocks? 
ware Co. 

ANSWER: Seth Thomas Clock 
Co., Thomaston. Conn. 

Philadelphia. Pa.: Who is the dis- 
tributor for the Raleigh English 
bicycles? Murta. Appleton & Co. 


ANSWER: Raleigh Cycle Agency. 
300 4th Ave.. New York. N. Y. 


* * 


Detroit. Mich.: Who makes the 
Premier level winding fishing reel? 
Eric Fromm. Inc. 


ANSWER: 
Bronson. Mich. 


Bronson Reel Co.., 


Charlottesville. Va.: Who makes 
Gaines dog food? Harris Hard- 
ware Co. 

ANSWER: Gaines Food = Co., 


Sherburne. N. Y. 


Alpena. Mich.: Who makes Flat 
Fish bait? Zolnierek Hardware Co. 


ANSWER: Helin Tackle Co.. 
4776 Concord St.. Detroit, Mich. 
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Toothpick Co.. 840 E. 






Chapel Hill, N. C.: Who makes 
the Emmert tape dispensing ma- 
chine? S. H. Basnight. 


ANSWER: Package Specialty 
Corp.. 148 W. 23rd St., New York. 
N.. ¥: 


Monroe, La.: Who makes a hand 
operated peanut roaster? FE. R. 
Kiper Hdwe. & Supply Co. 


ANSWER: Kingery Mfg. Co., 424 
E. Pearl St., Cincinnati, Ohio. 


Raleigh. N. C.: Who makes the 
Molly bolts? Thomas H. Briggs & 


Sons, Inc. 


ANSWER:  Croessant 
Works, Reading. Pa. 


Machine 


Port Washington. N. Y.: Who 
makes Quill toothpicks? Shields 
Bros. 

ANSWER: Hygeia Antiseptic 


134th St. 
New York. N. Y. 









DENISTON 


‘Lead Seal’ NAILS 


Get samples of this remarkable roofing nal! 
which makes any kind of roofing give better serviee. 
Smart dealers everywhere sell it as a profit-maker 
and good will builder. Note the famous ‘Lead 
Geal'’—the lead under the head and down the 
ehank actually plugs the nail hole with lead! ... 
Ask your jobber or write us for samples and dem- 
onstrator blocks. 


The DENISTON Company 
4840 S. Western Ave. CHICAGO, ILL 


CLARK 


CORN HUSKERS : 


are the choice of champions. 

Farm paper advertising featuring 
Clark’s Model A Husking Hook will cre- 
ate big demand this fall. 5 adjustments. 
Right or left hand. A Clark makes 
husking easier, faster, cleaner. Stock 
this profitable item now. Ask your job- 
ber for CLARK CORN HUSKERS. 
Clark Leather Products Co., Inc. 

1811-17 West North Ave., Chicago, Ill. 


“Clark Huskers Have Been the Farmers’ Choice for 
Over 40 Years’ 




















ELECTRIC FENCE 
USERS are delighted 
with these new items. 
KWIK KLIPS fasten 
fence wire to insulators 
quickly securely, without 
tools. Made of galva- 
nized spring wire. 
KWIK GATES (handle. 
hook and spring) are 
simple, efficient. 
Ask your Jobber 


Accessories Mfg. Co., 4612 No. Clark St.. Chicago. 





New lower Kwik Klip prices 
Free eounter display signs 











THE FAMOUS 
ADE-0-MATIC SURFACE OVEN 


Bakes everything 
on top of 
the stove. 


ADE-0-MATIC 
COMPANY 
Wrigley Bldg. 
Chicago, Ill. 
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CAPABLE CHRISTIAN EXECUTIVE 
IN THE THIRTIES, possessing initiative, ability and 
sound judgment with over 15 years wholesale and retail 
hardware, mill supply, housefurnishing experience de- 
sires immediate respensible position with jobber or 
as retail store manager. Full understanding modern 
purchasing, store management, selling, displaying, 
credits, supervision of come ge ete Locate any 
town within 300 miles Newark J 
Address Box D-546, care of WARDWARE AGE, 
239 W. 39th St., N. Y. City 











HARDWARE SALES CLERK AND STOCK 


nan. Twenty years’ store experience. American, 
Familiar with Cabinet Mill, Railroad Supplies. 
nor ere Tools, Metals-—wholesale or retail New 
York or vicinity. Re‘erences Address Box 
1)-586, care of Harpware Acr, 239 W. 39th St., 
™. we. Goes. 

HARDWARE MAN, 12 YEARS’ EXPERI. 


ENCE in Hardware, Paint, Plumbing. Electrical 
ind Janitor Supply lines. At present employed 
s Buyer-Manager. Know how to locate sources 
f “Hard —— Specials” that your customers 


ilways ask for. Seek position with firm that ap- 
preciates and awards loyal and intelligent service. 


Address Box D-574, care of Harpware Ace, 239 
W. 39th St., N. Y. City. 

Sz ALES J MA NAGEMENT POSITION 
Ww AN TED. AGE 43. 18 years’ experience one 
company, building sales volume, opening ware- 
houses, Pennsylvania, New York, New Jersey, 
New England. Sheet Steel and Wire Products. 
Wide acquaintance, excellent trainer of  sales- 
men, specialized in creative work. Address Box 
1)-567, care of Harpware Acre, 239 W. 39th St., 
MH, Cite. 


MANAGER BUYER, EXPERIENCED 


HARDWARE TOOLS, Mill Supplies, House- 
wares, Building Materials and Paint. Formerly 
Merchandiser for large Chain Store Organiza- 
tion. Thoroughly versed in Modern Sales Pro- 


motion and Chain Store Merchandising, Buying 


Control and Store Arrangement Methods.  Ad- 
iress Box D-531, = of Harnoware Ace, 239 
W. 39th St., N. Y. City. 

BUILDERS’ HARDWARE MAN, THOR- 


OUGHLY EXPERIENCED figuring from Archi- 
tects’ Plans and Spec. on all classes of buildin 
‘onstruction, capable detailer, knows leading mfrs. 
lines. Seeks connection with manufacturer selling 
thru dealer or as contract man for feputable dis- 


tributor. Address Box D-532, care of HarDWARE 

Acr, 239 W. 39th St., N. Y. City. 

YOUNG MAN, 22, EXPERIENCED DOING 
ock work, glazing, selling, stock, inventory, dis- 
lay, and all incidental work entailed in’ small 
Brooklyn hardware store Seeking position in 
urger store (no household) wifh opportunity to 


Now receiving 
Will gladly call 
Write to M. 


earn buying and merchandising 
$18.00 and do not expect more 
for an interview upon request 
(iarber, 2077 Dean St., Brooklyn, New York. 

PURCHASING AGENT, 9 YEARS’ EXPE- 
RIENCE in the wholesale hardware and elec- 
trical manufacturing field. Age 29. Yow em- 
ployed. Desires position with future and oppor- 
tunity for advancement. Any location. Excellent 
education. Best of references. Address Box 
1-523, care of Harpware Ace, 239 W. 39th St., 
N. ¥. City. 

MANUFACTURER’S AGENT DESIRES TO 
MAKE connection with manufacturer of light 
vuilders’ hardware and locks. Past 12 years 
have sold the jobbing and retail hardware trade 
in Philadelphia, Eastern Pennsylvania and South 
lersey. Am established with this trade and know 
-redit standing. Excellent reference. Address 
Box D-524, care of Harpware Ace, 239 W. 39th 
%, h 2. Coy 


WHOLESALF: AND JOBBING EXPERT. ~ 
YOUNG married man with many years’ experi- 
‘nce in handling complete line of hardware and 
iceessories for large Vermont house, desires posi- 
tion where ability and energy would eventually 
ve recognized. Has own car and will go any- 
vhere as inside or outside man. Salary second- 
iry to opportunity for advancement. A-1 refer- 
ences. Address Box D-558, care of Harpware 
Ace. 239 W. 39th St., N. Y. City. 

ADV ERTISING WRITER, CATALOG COM- 
PILER, PRACTICAL printer. Many years’ ex- 
erience as writer, student of typography, creator 
f£ forceful literature for hardware retailer or 
wholesaler. Can superintend printing plant and 
uso compile and keep your catalog up-to-date. 
My practical knowledge of printing as well as 
writing and compiling will enable me to save your 
house many dollars. Samples of work furnished. 
Excellent references. Ten years’ experience on 
best rated catalog in the United States. Now 
employed. Address Box 1-556. care of Harp- 








BUILDERS’ HARDWARE ENGINEER 
WITH THREE YEARS’ PRACTICAL EXPERIENCE 


conducting hardware store. Formerly 
salesman for nationally known build- 
ers’ hardware company; also man- 
aged builders’ hardware department 
of one of the leading hardware job- 
bing houses in America. Age 35, 





married. Highest references. Avail- 
able July Ist for position of Manage- 
ment or Builders’ Hardware Engineer. 


Address Box D-535, care of HARDWARE AGE, 
239 W. 39th St., N. Y. City 











SOMEWHERE IN THE MIDDLE WEST a 
dealer is looking for the right man to take-over 


| for his retirement, illness, or other business 
interests, etc. 16 years with a leader. Age 45. 
Résumé prepared. Particulars furnished. Ad- 
dress Box D- , care of Harpware Acr, 239 W 
39th St., N. Y. City. 

HARDWARE MAN, THOROUGHLY EX 
PERIENCED in the Wholesale & Retail Hard- 


| and kindred lines, 
| Sires position with responsible firm. 








ware Trade, Shelf Howusefurnishing 
Tools. De- 
References. 
Address Box D-547, care of Harpware Acre, 239 
W. 39th St., N. Y. City. 
SALESMAN—ESTABLISHED WITH RE- 
TAIL AND jobbing hardware trade in Philadel- 
phia and Eastern Pennsylvania, would like to 


represent reliable manufacturer in this territory. 


Hardware, 
fine experience in 


Am 40 years old, travel in my auto and have 
following that will bring results. Can furnish 
A-1 reference. Address Box D-525, care of 
Harpware Ace, 239 W. 39th St., eo City. 

IF YOU NEED A CLEAN cut young man 
to wait on trade, care for stock, keep inventory, 
display merchandise, one with practical ideas, a 


knowledge of tools and machines and a technical 
training to be broken in as a steady hand for the 
next few years, write to M. Garber, 2077 Dean 
St., Brooklyn, N. Y. Will gladly call for inter- 
view upon request. 

EXPERIENCED MAN—AGE 30. AVAIL- 
ABLE for giving you efficient representation in 
Western Michigan. Background of selling and 
sales management in Hardware and Paint trade. 
Wants to make connection with reputable firm 
offering opportunities for advancement. Can 


} 


| 


| 








YOUNG MAN, 26, 9 YEARS’ experience both 
wholesale and retail desires position (wholesale 
preferred). Employed at present, but wishes posi 
tion with chance for advancement. Address Box 
D-587, care of Harpware AGE, 239 W. 39th St.. 
N. Y. City. 


You NGM AN, AG E 20, HIG H School Graduate, 
desires position where he can learn the hardware 
business. Salary secondary. Address Box D-592. 
care of Harpware Ace, 239 W. 
City. 

BUILDERS’ HARDWARE 
TWENTY YEARS’ experience handling large 
buildings, Treasury Department, WPA & PWA 
layouts. Employed and no reason to transfer ex 
cept for betterment. Make layouts, specifications. 
price and buy. Fifteen years in charge above 
type work. Single. sober, industrious and can 
furnish references as to integrity, character and 
ab'lity. Address Box D-580, care of Harpwarr 
Ack, 239 W. 39th St.. N. Y. City. 


BUILDERS’ HARDWARE SALESMEN 
WANTED. SPLENDID PROPOSITION 


with established following among large 
builders’ hardware dealers. Commission basis, ex- 
clusive territory, most progressive line of builders’ 
hardware. State territory covered and lines handled 
Address Box D-576, care of HARDWARE AGE. 
239 W. 39th St., N. Y. City 





Saw Th, . F: 





ENG INEER. 




















for men 














SALESMEN: TO SELL A POPU LAR p priced 


line of paints and varnishes to the paint and 
hardware trade. Commission basis. ay be car 
ried as side iine. Choice selection territories 
Address Box D589. care of Harpware AGF, 23% 
W. 39th St., N. Y. City 


SALESMAN WANTED BY RESPONSIBLE 
MANUFACTURER to sell five complete lines, or 

ades, of aluminum ware to hardware stores. 
pore Re trade, etc. Commission—paid 
weekly. Protected territory. Give full informa- 
tion regarding experience. State territory worked. 
Address—lIllinois Pure Aluminum Company, Le- 
mont, Illinois. 


ESTABLISHED NEW YORK MANUFAC 


| TURER WANTS progressive salesmen, well ex- 


perienced, to sell complete line of rubber door 
mats to Hardware Jobbers, Chain and Depart- 
ment Stores throughout the country on straight 
commission basis. erritories and accounts are 
protected. Write full particulars as to experience 
and territories covered. Address a D-595, care 


lof Harpware Ace, 239 W. 39th § N. Y. City. 
~ PROGRESSIVE NEW york JOBBER 
WITH exclusive lines wants young salesmen, 


furnish clean, first class references and record. 
Address Box D-542, care of Harpware AGE, 
239 W. 39th St., N. Y. City. 

FACTORY TRAINED BUILDERS’ HARD- 
WARE MAN knowledge plans, specifications, | 
scheduling, pricing, some experience. Age 36, 
married (children) needs position in active 
Builder’s Hardware Dept. anywhere with chance 
to work on all types building construction. Would 
certainly appreciate an opportunity — looking 


towards a real future. Address Box D-540, care 


of Harpware Ace, 239 W. 39th St., N. Y. City. 

YOUNG MAN, 15 YEARS’ EXPERIENCE 
| hardware, plumbing and electrical field. Can take 
full charge. A-1 locksmith, glazing, electrical 





ware Ace, 239 W. 39th St.. N. Y. City 
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| quality 
| forging and plier 


appliances and general repairs. Driver’s license. 
Seeking steady position with advancement. Will 
ing to start at a moderate salary. Location within 
200 miles of New York City. Adress Box 579, 
care of Haroware Acer, 239 W. 39th St.. N. Y. 
City 


“su ‘PERINTENDENT 
ING. 15 YEARS’ experience, manufacturing 
tools for one of the oldest and best drop 
ier manufacturers in the country. 
executive. 


OF MANUFACTUR 


Thorough mechanic and a_ proven 

Location no object. A personal interview will 
convince you of my ability to produce results. 
Address Box D-539, care of Harpware Acr, 239 
W. 39th St., N. Y. City. 

HARDWARE EXECUTIVE. MANAGER, 
BUYER, ACCOUNTANT, Credit Manager, 


Sales Manager. Well versed with modern Mer- 
chandising Methods and every detail of Business 
Routine. wenty years’ experience identified 
with large Wholesale and Retail concerns covering 
Hardware, Tools, Mill Supplies, Builders’ Hard- 
ware, Housewares, Major Electric Appliances, 
Paints. Plumbing and Roofing. Christian, mar- 
ried, age 39. Excellent references as to character 
and ability. Seek contact with concern desiring 
exceptional results. Address Box D-549, care of 
Harpware Acar. 239 W. 39th St., N. Y. City. 


| Toledo to carry our line as a_ side line. 
| those who know the Builders’ 





single, with car and following, selling retail hard 
ware stores in Maine, Vermont, Massachusetts. 
New Hampshire, Rhode Island and Pennsylvania 
territories. Liberal Commissions. Real offer 
leading to substantial future. Replies held in 
strict confidence. Address Box 1-590, care of 
HARDWARE Ace, 239 W. 39th St., N. Y. City. 
WELL-KNOWN MANUFACTURING CON 
CERN OF builders’ hardware specialties, and 
shelf hardware, would like to connect with a sales- 
man covering Buffalo, Detroit, Cleveland and 
Only 
Hardware business 
and work hardware jobbers, retailers and lumber 
dealers will be considered. Address Box 1-588 





| care of Harpware Acer, 239 W. 39th ss. Ww. ¥. 

SALFSMEN AND MANUFACTURERS 
AGENTS WANTED who have an established 
clientele, to sell as an added line. direct from 


manu‘acturer to Builders’ Supply Deaiers, Lum 
ber Yards. Hardware Dealers, etc.. the Copco line 
of Steel Basement Windows, Coal Chutes, Pack 
age Receivers, Clean Out Doors, Ash Dumps. 
Clothes Chute Doors, ete. Exclusive territories 
available. Address: Consumers Pine Company 
Incorporated, 14035 Grand River Ave., Detroit 
Mich. 

MANUFACTURER REOUIRES A THOR 
OUGH BUILDERS’ Hardware man who has 
had experience in the estimating, detailing and 
selling of Builders’ Hardware contracts. Must 
have complete knowledge of dealers’ shelf hard 
ware requirements. Also must be capable of 
sales promotion in both fields. Splendid opportu 
nities for the proper man. Salary. State Age 
Experience, references, trade and territory cov 





ered, if any. Address Box D-585. care of Harp 
warE Acz. 239 W. 39th St., N. Y. City. 


HARDWARE AGE 
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[ Business Opportunities | 








WANTED: REPRESENTATIVE WITH 
HARDWARE OR Mill Supply experience in 
Sales and Missionary work to travel New England 
territory on hacksaw blades. Permanent Posi- 
tion. Address Box D-566, care of Harpware 
Ace, 239 W. 39th St., N. Y. City. 


ESTABLISHED HARDWARE MANUFAC.- 
TURER HAS OPEN territory for salesman 
with established clientele among hardware jobbers 
and retailers. Commission basis. Permanent and 
exclusive territory arrangements to right parties. 
Address Box D-554, — of Harpware AGE, 
239 W. 39th St., N. Y. City. 


NEW JERSEY JOBBER WANTS A sales- 
man to call on Paint and Hardware Stores in 
Northern part of State; excellent opportunity for 
right man; must have good references, a follow- 
ing and car. Drawing account and established 
territory offered. Address Box D-555, care of 
Harpware Ace, 239 W. 39th St., N. Y. City. 

SALE SME =N NOW CALLING ON HARD- 
WARE, paper and 3 supply stores in Penna., 
Va., Ohio, etc., to handle a standard product for 
reliable paper converter. Good volume, steady 
repeat business. Commission basis. State terri- 
tory covered, lines handled, experience, etc. Best 
of references required. Address Box D-560, care 
of Harpware Ace, N. Y. City. 


SAL ESMEN w ANTED WITH FOLLOWING 
AMONG hardware and paint stores to sell as a 
side line a well establshed line of paint and bronze 
specialties, kalsomine. cold water paints, ete. Ex- 
cellent opportunity for right parties, protected 
territories. Liberal commissions. In reply state 
lines now carried and territory covered. Address 
Box D-578, care of Harpware Ace, 239 W. 39th 
St.. N. ¥. Cop. 

SAL ESMAN WANTFE)) BY RESPONSIBL E 
MANUFACTURER to cover Wisconsin calling 
on hardware and sporting goods stores to sell an 
attractive line of hickory handles, baseball bats 
and croquet sets. Will only consider man with good 
loyal following. Commission hasis. Must cover 
territory thoroughly by car. Only A-1 salesmen 
need apply. Address Box 1-559. care of Harp- 
WARE AGE, 239 W. 39th St.. N. Y. City. 




















BUTT DFRS’ HARDWARE SAIL FSMAN TO 
REPRESFNT nationally known old established 
Builders’ Hardware Manu‘acturer making a com 
nlete line of Builders’ and Shelf Hardware on a 
liberal commission basis. Eastern and Western 
territories open. Must he thorough Builders’ 
Hardware estimator, salesman and detail man 
Give full information regarding length of exneri 
ence, age. references and trade and _ territory 
covered. Address Box 1-584. care of Harpwart 
Acr. 239 W. 39th St., N. Y. City. ‘ 


i eee Wanted | 


MANUFACTURERS’ AGENT 


Calling on the Wholesale Hardware and Mill 
Supply Trade in 
Penna., South Jersey, Delaware, Maryland and the 
District of Columbia 
WANTS ADDITIONAL LINE 
on commission basis. 
Formerly Sales Manager for nationaliy known concern 


Address Box 0-575, care of NAROWARE AGE, 
239 W. 39th St., N. Y. City 





























SALES AGENT CALLING ON THE Hard- 
ware Jobbers in Maine, New Hampshire, Vermont 
and Massachusetts, would like additional line on 
commission hasis. Must be a substantial account 
and cover items which the Jobber can profitably 
distribute. Will assure you thorough representa- 
tion. Address—Sydney P. Buffum, P. O. Box 
69, Concord, Mass. 


WANT LINES, TWO OR THREE, with po- 
tential volume, by party with national reputation 
to maintain. Ten men cover Pacific Coast thor- 











oughly. Two men cover high spots N. and S. 
America. Can give the absolute answer quickly. 


References near you. Let’s discuss it now. We 
merchandise a product. Be not discouraged, 
write us. Address Box “tea care of Harp- 
warE Ace, 239 W. 39th St., _ Y. City. 


CONNECTION DE SIRFD BY SALES 
GROUP covering Maryland, Virginia and Caro- 
lina. Address Box D-561. care of Harpwarr 
Acre, 239 W. 39th St., N. Y. City. 

LINE WANTED CHICAGO AND MIDDLE 
WEST. Capable, experienced salesman seeks line 
or item of merit for the hardware or housefur- 
nishing trade. Now calling on department stores, 
hardware, drug and gift ware jobbers and large 
premium users. Have wide acquaintance. Ad- 
dress Box D-573. care of Harnwarre Acer, 239 
W. 39th St.. N. Y. City. 





AUGUST 10, 1939 


| 
| 
— | 
| 








ATTENTION, MANUFACTURERS 
Sales Representative who for years has represented 
in the Metropolitan & New England areas a famous 
| old Southern Factory selling to wholesale hardware, 
j chain stores, wholesale housefurnishing and seed 
| houses has just been granted the privilege of 
| handling a second line Must be a line of reputa- 
tion with possibilities of developing in to volume 
sales. Full office facilities and phone may be listed 
in firms name. Close excellent contacts. Liberal 
commission basis with protected contract. 

Address Box D-594, care of —< "e AGE 
239 W. 39th St., N. 


“EFFECTIVE DISTRIBUTION 
THROUGH 


MANUFACTURERS’ AGENTS” 


Just off the press. A practical book of 
32 pages written by a practical man, 
based on the experience of eighteen 
years’ selling through manufacturers 
agents. Gives definite suggestions on 











MANUFACTURERS’ AGENT CALLING ON 
| HARDWARE jobbers, large retailers and de- 
partment stores in West Virginia and Ohio, de- 
sires additional lines. Address Box D-571, care 
| of Harpware Ace, 239 W. 39th St., N. Y. City. 


| MANUFACTURERS’ REPRESENTATIVE 

SEEKS LINES FOR distribution to _manufac- 
turers, jobbers, etc., in St. Louis and Metropoli- 
tan area. Best of references. Address Box 
D-569, care of HlARpWARE Ace, 239 W. 39th St., 
N. ¥. City. 








MANUFACTURERS, ATTENTION: WHAT 
DO YOU make in East that we can make and 
sell in West. Save freight. We seek volume 
metal products. Mutual Dealings. Address Box 
| D-582, care of Harpware Ace, 239 W. 39th St., 
N. ¥. City. 


WANTED A LINE OF STAPLE rubber 
products to sell to Retail Hardware, Department 
Stores, Variety Stores and Plumbers in Oregon 
and Washington, either direct or through jobbers 
on commission basis. Address Box D-596, care 
of Harpware Ace, 239 W. 39th St., N. Y. City. 
| WE HAVE AN ESTABLISHED TRADE 
| WITIT retail and wholesale Hardware and Lum- 
| ber Dealers in Central and South Texas. We 
|} want to act as Sales Agent for some preduct 
that is sold through these channels. References 
exchanged. Address: Travis Creosote Co., P. O. 
Box 537, Austin. Texas. 

OLD ESTABLISHED MANUFACTURER 

‘ALLING ON retail and wholesale hardware 
a warehouse in Boston, Massachusetts, wishes 
| another line. Prefer the heavier type of hard- 
ware, and also prefer to handle on consignment 
basis. Address Box D-563, care of HaArpwart 
Ace, 239 W. 39th St., N. Y. City. 
| MANUFACTURER’S AGENT, 35. WELL. 

KNOWN to the Hardware Jobbers, Mill Supply, 
Automotive Supply, Chain Automotive and large 
Retail Hardware Dealers in Illinois, Towa. Mis- 
souri, Minnesota and Wisconsin. Desires Tool or 
any short line selling to the above trade. Com- 
mission hasis. Address Box 1-557, care of 
Harpware AGE, 239 W. 39th St., N. Y. City. 


CANADA. A WELL ESTABLISHED FIRM 
| with sales organization covering Ontario, head 
| office in Toronto. is ready for expansion and 
would consider adding to its lines for distribution 
to the hardware trade, one or two proven prod- 
ucts. If you are interested in improving your 
sales. communicate with G. R. Marshall & Co., 
34 King St. East, Toronto, Ont., Canada. 





TWO EXPERIENCFD IL.OCK AND SCREW 
SALESMEN with good hardware dealer, hard- 
ware wholesaler and mill supplies distributor con- 
tacts, seeks lines of merit for the metropolitan 
New York, New York State and New Jersey 
area. Men are at present employed by nationally 
known manufacturer. Address Box 1-593, care 
of HARDWARE Ace, 239 W. 39th St., N. Y. City. 


2,000 WHOL ESALF: AND RETAIL HARD- 
WARE buyers from the Atlantic Coast to the 
Ohio River have shown their confidence in me. 
the concerns I represent and the merchandise T 
sell. Now my services are available to a com- 
pany seeking a manufacturer’s agent who can sell 
hardware in profitable volume. Address Box 
D-591, care of Harpware Acer, 239 W. 39th St., 
N. Y. City. 

MANUFACTURER'S AGENT DFSTRES 
LINE OF enameled cooking utensils, cutlery or 
small heating device line to sell along with present 
lines, non-conflicting to Department Stores. Hard- 
ware Dealers and Jobbers in Western Pennsyl- 
vania. Eastern Ohio and West Virginia. Twelve 
vears’ experience in this territory and have a 
large following. Address Box D-564. care of 
Harpware Acre, 239 W. 39th St.. N. Y. City. 

RETURNING TO THE HARDWARE BUSI 
NESS in which I enjoyed 15 successful years 
as a salesman covering the wholesale and retail 
hardware. mill sunply, contractor supply, plumb- 
ing and electrical fields. Prefer eastern territory. 
including Metropolitan New York and am onen 
for a small group of non-competing lines or for 
a sales position with some one reputable manu- 
facturer. Although in another field for five years 
have maintained my hardware trade contracts. 
Address Robert M. Taylor. Oscawana, N. Y 





Phone: Croton 3112 





selection, handling, territory set-up 
and other important facts and methods 
that have proved successful in building 
sales. 

Every sales manager and general man- 
ager should have a copy. Price $1.00 
per copy. 


WALTER A. ALLEN 
414 Chapel Street New Haven, Conn. 








FOR SALE 


2000 White Enameled Porcelain Broiler & Drip 
Pans. Popular sizes—-For use on eas ranges. De- 
tailed list submitted upon reques 
Large quantity of HOTE RANGE COCKS for 
use on concealed manifold. : 
We carry a Complete and Up-to-Date Line of Gas 
Range Accessories for the Trade. 

A. LESSER, INC, 
208 E. Broadway, New York, N. ¥. 











PRINTING 
Letterheads — Envelopes — Statements 
1,000 $2.55, 2,000 $4.75, 5,000 $10.50. 
Terms: Net 10 days, postage prepaid. 
Samples Free. 

MAYFIELD PRINTING CO., Mayfield, Ky. 











~ MERCHANDISE WANTED—I BUY FOR 
cash small or large lots of manufacturers’ close 
outs, jobbers’ surpluses and any discontinued 
items in the hardware and harness line. Write 
me what you have to offer. Address Harry J 
Epstein, 815 Central St., Kansas City, Mo. 

FOR SALE HARDWARE BUSINESS 
CLEAN stock of shelf hardware—no implements 
Located in county seat, northwest Indiana in the 
heart of cornbelt. If interested address: Tay 
W. Smith, Fowler, Ind. 

A RETAIL HARDWARE BUSINESS FOR 
sale—Cash. In one of the best towns, 15,000 
population, in western Texas. Inventory runs 
around $20,000.00. Address Box D-581, care of 
Harpware Ace, 239 W. 39th St.. N. Y. City. 

COMBINATION HARDWARE. SPORTING 
GOODS. ELECTRICAL appliance business for 
sale. Established 30 years. Modern fixtures 
throughout. Located South Florida. Stock in- 
ventory $22,000. Will sell on terms. Ill healt) 
reason for selling. Address Box D-568, care of 
Harpwarrt Acr, 239 W. 39th St., N. Y. City 

FOR SALE FORTY-EIGHT YEAR _ old 
Hardware and shop. Age forces retirement. Twe 
mechanics, flumber and tinsmith known to eaci 
other can get together and enter business in fine 
city in New York State. Big power develop 
ment now building. Christian gentleman. Ad 














dress Box D-572. care of Harpware Ace, 23% 
W. 39th St.. N. Y. City. 
PARTNERSHIP OPPORTUNITY. YOUNG 


MAN MUST he fue experienced in the retail 
hardware business. Good opportunity te join ir 
partnership with a firm in New York City, estab 
lished for fifty years. Must have capital ane 
devote entire time to the business. Address Box 
1-570. care of Harpware Ace, 239 West 39tl 
a. ws. v; Cher, 

RETATl. HARDWARE BUSINESS IN 
PROSPEROUS community in North Centra! 
North Dakota. Business well established in gen 
eral hardware for thirty-five er eason fot 
selling, proprietor deceased. Widow physically 
unable to continue. Stock $10,000. <A_ bargain 
at $6,250. Centrally located on two Railroads 
Icon rent or sell buildings. All communications 


3 








confidential. Address Box D-562. Ww of Hari 
warr Acar. 239 W. 39th St., N. Y. City. 


Help Wanted 


| WANTED BY WHOLESALE AND RETAII 

hardware company embitious, courteous men not 
exceeding thirty-five or forty years of age for 
various departments, such as tool man, builders’ 
hardware man, mill supplies man. Must be ex- 
nerienced and from middle boy around Chicage 
territorv. Address Box D-577. care of Harp 
ware Acr. 239 W. 39th St., N. Y. City. 
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display stand 


FREE 


gust buy 8 dozen 
ib. Cross TACKS 
from your jobber 


CROSS 


EAST JAFFREY,N.H. 

























Almost Everyone Needs An 


EDLUND Open All 
CAP REMOVER 


THIS MEANS DEALER PROFITS 











A many purpose tool that is mighty handy. Easily re- 
moves all bottle caps, anchor type and press on jar 
covers. Also loosens glass jar covers. A product every 
dealer should carry. Mounted on attractive, indi- 
vidual cards, illustrating the many ways this gadget 
can be used. Retails only 10¢. Ask your jobber. 


EDLUND CO. BURLINGTON, VERMONT 

















STANLEY HARDWARE 
for Carefree SLIDING DOORS 


The Stanley Line includes qual- 
ity hardware for all types, 
sizes and weights of sliding 
doors—from lightest garage to 
heaviest barn doors. It is hard- 
ware built to work smoothly as 
long as the building stands. The 
kind of hardware you like to 


sell. 
STANLEY 
rade Mar 
THE STANLEY WORKS 
New Britain, Conn, 





Weatherproof track, No. Y2647 = 
Roller bearing hanger, No. Y2657, 
for 500 pound doors 144” to 21” 
thick. 





SELL STANLEY HARDWARE 








Gent" DOMES SILENCE 
SLIDE SILENTLY - SOFTLY - SMOOTHLY 


SAVE FURNITURE 
& FLOORS-CREATE QUIETS 


Name Domes of Silence 
yenuin de 


Ask your Jobber nct supplied write to 


DOMES of SILENCE, Inc., 35 Pearl St., N.Y. C. 
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Customers Who Shoot 
Want Your HOPPE’S 

















Keep your shooter customers reminded 
that gun protection is a constant and 
vital necessity. Sell them America’s 


popular preparations for it. 

Hoppe’s No. 9 Solvent for bore 
cleaning —- removes leading, metal 
fouling, all firing residue—and for rust 
p-evention. Hoppe’s Patches for ap- 
4 plying No. 9. Hoppe’s Lubricating 
Oil for keeping gun actions work- 
ing freely and preventing wear. 
Hoppe’s Gun Grease for swabbing 
\ all firearms, inside and out, for pro- 
tection from rust, between shoot- 
ing seasons. Your jobber will sup- 
ply you promptly. Gun Protection 
booklets for your customers FREE. 


FRANK A. HOPPE, Inc. 


"2314-A N. 8th St. _— Philadelphia, Pa. 

















A Complete Line for the Hardware Store 


SANDPAPER and 
SHARPENING STONES 
ALL GRITS - ALL GRADES - ALL SIZES 


Specially Packaged For 
Easy Handling And Quick Sales 


Order from your jobber, or write to 
Abrasive Products, Inc., South Braintree, Mass. 





ABRASIVE PRODUCTS 


SOUTH BRAINTREE MASSACHUSETTS 


JEWEL EMERY « JEWEL GARNET JEWELITE «© JEWEL FLINT «© NEW PROCESS 


JEWELOXK « 


To completely satisty your customers, ask your jobber for COLUMBIAN 
Tape-Marked. You can tell it by the Tape-Marker in all sizes and 
the red, white and blue surface markers in %4 inch diameter and larger. 


Columbian Rope Company, Auburn, “The Cordage City”, N_Y. 











Highest 
quality jar rubber 
made. Biggest seller. 
Used by experts and home 


canners for 20 years. Na- 

tionally advertised. Excel- 
lent profit. Big repeats. 10¢ a 
doz. Two gross (24 cartons) in 
full color display container. 


GOOD LUCK 
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MiiCOR. 
Heating 


Line 


F “TiTEoeKS 


Stove Pipe 


Assembled by hooking edges, 

then closing seam with mallet. 

Unique lap an important feature 

of non-collapsible crimped end. 

Provides lock which cannot come 

apart, collapse, expand. Each section 

full length, uniform blue color, full 
standard weight. 


y 


Complete Assortment 
of Accessories 





MILCOR: Stove Pipe 


gives you the talking 


points you need to 
build your sales 


and make money 


Exclusive features that make selling easier by 
giving your customers more for their money 


Unequalled construction features in Milcor’s two great stove 
pipe leaders, “LockJoint” and “Titelock”, provide you with 
powerful selling points that speed up sales and profits. 


Milcor Stove Pipe is easy to handle, easy to fit, and soundly 
builtin every detail to give a snug, handsome job that stands 
up. Customers are pleased and come back to your store 
for other hardware needs .. . and send their friends, too. 


Both “LockJoint” and “Tite- 
lock” are available in all stand- 
ard sizes. They are made of 
finest quality metals, uniform 
blue in color and weight. 
Feature Milcor for more profitable 


stove pipe business this season. Send 
your jobber your order today. 


[OLK JQINT 


(Patent No. 2,038,389) 


Stove Pipe 


Your stove pipe sales step up, when you “push” 
Milcor’s LockJoint. It is packed with advantages 
that give you a real edge on competition. All 
standard sizes. Put LockJoint to work building 
your profits. Stock up now. 
. Locking Device. Locks by hand, easily and 
automatically. Notched edge fits into opposite 
groove. 


Pat. No. 1,992,312 H-15 


Corrugated 
and Adjustable 
Elbows 
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. Non-Slip End Lock. Prongs on locking 
tongue fit concealed slot, preventing up-and- \ 
down movement. ; 
FLO . Short Fade-Away Crimp. Gives wide. 
MIR smooth surface before bead assuring tight . ; 
Ae ree-soint | assembly. e 4 
a 
— ssaiaiaill 


MrccoR. STEEL COMPANY 


MILWAUKEE, WISCONSIN 07-0 6 UO), Fe) = 11) 
CHICAGO, ILL. * KANSAS CITY. MO. © LA CROSSE, WIS. 
BALTIMORE, MD. © ROCHESTER. N. Y. 


sales Offices: Minneapolis, Minn.; Little Rock. Ark.: Denver, Col Dallas, Tex 
Washington, D. C ston, Mass 
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Dek use With Boiteu— 


SMART MERCHANTS FEATURE THEM/ 


The women of America need wash boilers. They know that clothes 
must be boiled to get them hygienically clean. But they don’t want 
“just any old boiler.” They prefer and buy DELUXE Wash 
Boilers—because of the many features shown above—because of 
the extra large sizes, the seamless, one-piece, deep-stamped-rim 
covers, the heavy rod in the top rim. And because of the DeLuxe, 
heavy, lifetime construction. 



























DeLuxe Wash Boilers are available in three types: Charcoal tin with 
copper bottom—hot dipped galvanized—and all copper. Stock— 
display —advertise—sell DeLuxe Wash Boilers this Fall and Winter! 


The DeLuxe Wash Boiler is only one of the 
more than a thousand Quality Household 
Metalware Products we make. Each item 
is a ready seller—a real profitmaker for you! 
Ask your regular Jobber for full details. 


Festedond APProveg 
wane 2545 
o 
Good Housekeeping 
SG ° Institute LY / 
meOuseeepinG MACE 
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Schlueter Mfg. Co.- St.Louis 
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